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ough Proofs 


“Don’t Force Your Child to Eat 
ereal,” says General Mills, Inc., but 
Hecker H-O Company prefers to be- 
Hieve that the italics don’t mean a 
thing. 
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Speaking of Force, a college pro- 
fessor writes in to ask why all the 
excitement over the revival of Sunny 
im. 

“The campaign was a flop, any- 
how,” he reminisces. 

Yes, but think of all the fun they 
had trying. 


7’ Ff 


Now that all the testimony re- 
warding who created Sunny Jim is 
n, leaving Minny Hanff wearing the 
wreath as poet comic laureate, it is 
all the more evident to this depart- 
ment that advertising jingles are a 
manufactured product. 
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Walther Buchen says that out-of- 
mdate market statistics are “a collec- 
tion of last year’s birds’ nests.” 
Rough Proofs’ own obsolete market 
survey on last year’s birds’ nests 
still shows a great sales opportunity 
in Chinese soup-factories. 
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Be! News reports indicate that the 
¥ overnment at Washington is ser- 
famously considering censorship of ad- 
4 vertising. But the shrinking adver- 
LL 


iser looks like pretty small game 
mafter Banking, Currency, War Debts, 
Farm Relief and Unemployment. 
=e * 


A Chicago dairy company, H. H. G. 
eports, advertises the testimonial, 
“Have found Bowman’s Milk has a 
superior flavor,” with the frank ad- 
mission below it, “So have thou- 
sands of others.” 

7 Ff F 


i 
"7 Another scout for Rough Proofs 
Mijhas located a store which has gone 
pout of business. In the window its 
in}former slogan still remains, explain- 
ipping all: “We sell retail at less than 
) wholesale.” 
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J. J. M. thinks that Plymouth 
ought to take better care of the 
boosters who supply its certified 
interviews. One, for instance, con- 
versed amiably with a filling-station 
attendant while puffing a pipe over 
mathe open gas-tank. 
> = 2 


A survey shows that people buy 
homes “on account of the children.” 
And of course the same reason is 
offered as an excuse for going to 
pthe circus. 
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Omaha retailers are spending 
money in advertising to urge imme- 
diate purchase of necessities. Wrong 
psychology—the consumer doesn’t 
care about necessities; what he 
mwants is the money for luxuries. 

t vvwy 

Premium offers are increasing at 
asuch a rapid rate that advertising 
will soon be defined as the method 
Muusually employed for the purpose of 
agiving things away. 
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The Wahl Company has scored a 
great success by changing from 
Tound to square leads. This is the 
day of the new deal and the square 
shooter. 


vv? 
Neatest trick of the week: Ad- 
Vertising “Financial Independence 


eg through Life Insurance” while still 
A; Withholding loans and cash payments 
9D policies. 


REGULATION OF 
ADVERTISING IS ° 
CERTAIN: BRISTOL 


Urges Friendly Co-operation 
With Government 


Chicago, April 20.—Expressing the 
belief that advertisers, at least those 
whose products are within the regu- 
latory scope of the federal food and 
drug laws, are certain to be con- 
fronted with regulation of their copy 
by Uncle Sam, Lee H. Bristol, vice- 
president of the Bristol-Myers Com- 
pany, New York, and chairman of 
the board of the Association of Na- 
tional Advertisers, suggested today 
the advisability of co-operation with 
the authorities rather than complete 
opposition to the new plan. 

In addressing the Chicago Adver- 
tising Council, Mr. Bristol said that 
advertising is facing the inevitable 
fact that something will be done, and 
that Washington is determined to 
step into the picture in control of 
advertising. 

“The United States Government,” 
he pointed out, “has a toehold in the 
food and drug field due to the laws 
already on the statute-books cover- 
ing manufacture and sale of these 
products. Loose practices in some 
sections of the advertising field have 
attracted the attention of the na- 
tional authorities, and they are in- 
sisting that responsibility lies with 
the vendor. 


Suggests Tolerant Attitude 


“We must therefore look for more 
severe censorship, and I believe we 
should approach it in a more tolerant 
attitude than has been suggested up 
to this time. Nothing would be more 
distressing than to have censorship 
imposed on advertising following 
strong resistance and opposition to 
a measure of this kind. We know 
the mood of Washington at present, 
and we know what steps are being 
taken to put administration policies 
into effect. 

“We now have in the Advertising 
Review Committee, which has been 
set up with representatives of adver- 
tisers, agencies and publishers for 
the purpose of passing on contro- 
versial subjects connected with ad- 
vertising copy, facilities for working 
with the government and any official 
organization which is legally empow- 
ered to exercise censorship and su- 
pervision. 

“The best way to eliminate unde- 
sirable features of government con- 
trol is to give it proper guidance in 
the formative period. Nobody wants 
complete bureaucratic control of ad- 
vertising, but we can hope for better 
results in the formulation of federal 
legislation if we work in a spirit of 
co-operation and offer the facilities 
now set up through the Advertising 
Review Committee in the working 
out of the Government’s plan.” 


Creates Deep Impression 


Mr. Bristol’s remarks created a 
deep impression, as most expressions 
up to the present have emphasized 
the ability of advertising to clean 
house without assistance and main- 
tain proper conditions without out- 
side policing. But his suggestion 
that government regulation is com- 
ing, and that the best program is to 
work with rather than against those 
framing this legislation, impressed 


Young to Report Findings 
In Agency Study April 26 


Joint Committee to Receive 
Details of Six-Month 
Investigation 


New York, April 20.—Wednesday, 
April 26, will be a momentous day 
in the history of advertising agen- 
cies. At that time, in the office of 
A. W. Erickson, chairman of the 
board of McCann-Erickson, Inc., and 
a member of the committee on adver- 
tising costs which has been investi- 
gating the subject of agency com- 
pensation, James W. Young of the 
University of Chicago, who has been 
carrying on the work of the commit- 
tee, will present his report. 

The committee was organized six 
months ago, and is composed of rep- 
resentatives of advertisers, agencies 
and publishers. Mr. Erickson repre- 
sents the agencies, R. R. Deupree, 
president of Procter & Gamble Com- 
pany, of Cincinnati, the advertisers, 
and Lee W. Maxwell, president of the 
Crowell Publishing Company, New 
York, the publishers. 

Mr. Young, who is professor of 
business history and advertising in 
the School of Business of the Uni- 
versity of Chicago, was formerly vice- 
president and western manager of 
the J. Walter Thompson Company. 
He was regarded as the ablest and 
most impartial man in the country 
to undertake the study of all phases 
of the agency commission question. 
For the past six months he has been 
interviewing important people in all 
branches of advertising, assembling 
facts and putting alleged abuses 
under the microscope. His report 
was completed today. 


Was Given Free Hand 


At the meeting to be held in Mr. 
Erickson’s office, Mr. Young will act 
as chairman. Although the commit- 
tee has not formally organized, he 
has served in that capacity. He has 
been given a free hand in working 
out the problem, and is expected to 
have a definite program to offer, 
covering the manner in which adver- 
tising agencies shall be paid for their 
services. 

The larger advertisers have con- 
tended that 15 per cent of their ap- 
propriations represents over-payment 


tions 


and encourages duplication of effort. 
On the other hand, they have sug- 
gested that this rate is inadequate in 
the case of the smaller accounts. 
would therefore be no surprise if 
some plan for a sliding-scale of com- 
pensation were suggested. Alfred P. 
Sloan, Jr., president of General Mo- 
tors Corporation, suggested this plan 
in a letter to ADVERTISING AGE before 
the organization of the committee. 
While it is expected that the com- 
mittee will give out a statement fol- 
lowing its meeting, the exact pro- 
cedure to be used after the formal 
submission of the report has not 
been announced. The committee does 
not officially represent any associa- 


agencies or publishers, and its work 
is purely voluntary. However, it is 
expected that the report will be 
acted on immediately by such organi- 
zations as the Association of National 
Advertisers, the Four A’s and the 
Periodical Publishers’ Association. 


Agency Study Must Revamp 
System, Bristol Warns 
Chicago, April 20.—Lee H. Bristol, 
vice-president of the Bristol-Myers 
Company, and chairman of the board 
of the Association of National Ad- 


TO GIVE REPORT 


James W. Young 


It 


or groups of advertisers, 


(Continued on Page 14) 


the House yesterday. 


postal rates as he sees fit. 


levied. The measure is effective May 1. 


other $30,000. 


Copy Cus. 


(Continued on Page 13) 


a pledge of $25,000. 


Last Minute News Flashes 


Two-Cent Local Postage Bill Passes House 


Washington, D. C., April 21—The administration gasoline tax-postal 
rate bill, continuing the federal tax on gasoline for another year, and re- 
ducing the first class rate on mail for local delivery to two cents, passed 


The bill grants President Roosevelt broad authority to regulate other 


New York to Have Sales Tax 


Albany, N. Y., April 21.—Governor Lehman last night signed the Buck- 
ley sales tax bill, under which a tax of one per cent on everything sold 
at retail in the state, with the exception of food and gasoline, may be 


$50,000 Raised for Advertising Exhibit 


Chicago, April 21.—With $50,000 of the necessary $80,000 raised for 
an advertising exhibit at the Century of Progress, opening June 1, officials 
are hopeful that newspapers and outdoor advertising will contribute the 


Crowell Publishing Company injected new life into the prospects with 


BIG DRIVE ON 
NEW PLYMOUTH 
MODELS STARTS 


Newspapers to Get Bulk of 
Announcement Copy 


Detroit, Mich., April 21.—Challeng- 
ing newspaper copy in over*«1,000 
cities early next week will present 
two new cars by Plymouth Motor 
Corporation—the Standard Six with 
108-inch wheelbase, and the De Luxe 
Six with 112-inch wheelbase, the lat- 
ter model declared to be “the biggest 
six in the low priced field.” 

The Standard Six will sell at new 
low prices starting at $445, at the 
factory, and the De Luxe model will 
be priced from $495 f. o. b. 

Personalized, pictorial copy will 
tell two sales stories, one to “economy 
buyers” as prospects for the lower- 
priced car, and the other to “luxury 
buyers” as likely purchasers of the 
higher-priced product. 

Dealers have been told by means of 
extensive precampaign literature 
that “now Plymouth gives you a two- 
edge sword—a line that cuts both 
Ways: a new low priced Plymouth 
Six and a higher priced, larger De 
Luxe Plymouth—each of these new 
Plymouths has its own special—pow- 
erful—appeal.” 


Use Pictures of People 

With “pictures of people,” charac- 
teristic of Chrysler advertising, the 
two types of prospects have been de- 
lineated to the trade as “The Price 
Buyers”’—women closely examining 
merchandise at a bargain sale; and 
“The Free Spenders”—a happy group 
of bathers sipping cooling drinks un- 
der the shade of a beach umbrella 
at a southern resort. ‘ 

“This spring,” say instructions to 
dealers, “you get them coming and 
going. You sell the prospect what he 
can afford to buy—and between these 
two cars he just can’t get away from 
you.” 

The new dual line places Plymouth 
again squarely in competition with 
Chevrolet, that manufacturer having 
recently announced the addition of a 
shorter wheelbase model as a com- 
panion car to its larger automobile. 

Although no definite announcement 
has been forthcoming from the mo- 
tor camp at Dearborn, Michigan, it is 
still contended by those “in the 
know” that Henry Ford will soon 
attempt to reinforce his position in 
the three-corned fray with a smaller, 
cheaper companion car. Should he 
follow his competitors’ lead in choice 
of weapons, the peak automobile sales 
months of May, June and July should 
witness a battle of motor giants 
packed with advertising drama. 


Newspapers Get Lion’s Share 

While newspapers will get the 
lion’s share of the Plymouth appro- 
priation for the next several weeks, 
it is understood that magazines and 
trade publications will be used later 
on in the campaign. The decision to 
introduce the new lines at this time 
was made too quickly to allow inclu- 
sion of these media in announcement 
plans. 


Although publicity pieces for the 
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ADVERTISING AGE 


April 22, 1933 april 22, 


past two weeks have presaged the in- 
troduction of the De Luxe model, 
first public indication that the cor- 
poration is entering into the manu- 
facture of two completely new lines 
of cars came with 800-line advertise- 
ments in Thursday evening and Fri- 
day morning metropolitan newspa- 
pers, heralding a “Big News Broad- 
cast” over a 56-station Columbia 
hook-up Friday night, and inviting 
the public to “hear, in one brilliant 
hour of entertainment, the year’s big- 
gest thrills in drama, music, politics, 
plus a sensational announcement of 
two new Plymouth Sixes.” The an- 
nouncement was scheduled to be 
made by B. E. Hutchinson, chairman 
of the board. 


Use of a giant one-shot radio pro- 
gram for the first announcement, and 
wide newspaper advertising to call 
attention to the broadcast, is similar 
to the plan followed by Plymouth last 
November when dealers were ad- 
dressed by radio from New York and 
the public was invited by newspapers 
to listen in on “the conference.” This 
time, however, the program is ad- 
dressed specifically to the public. 


Features Standard Sedan 


In addition to the national cam- 
paign, which is being conducted by 
J. Stirling Getchell, Inc., dealers will 
tie in with spot radio announcements 
and invitational direct mail during 
presentation week. 


As the campaign swings under way 
the Standard sedan will be given pro- 
minent attention in space as “the low- 
est priced six-cylinder four-door se- 
dan on the American motor car 
market.” 

Unusual significance is being at- 
tached here to the renewed trend of 
motor car manufacturers towards in- 
troducing lower-priced “companion” 
cars. With Hudson shifting its spot- 
light to the Terraplane, and Franklin 
to the Olympic, with the Pontiac hav- 
ing already completely displaced the 
Oakland, observers point out that the 
new Plymouth and Chevrolet policy 
is an added indication that sales 
heads are seeking new markets at 
lower price levels. 


SEEK NAME FOR 
NEW BURNER IN 
$1,000 CONTEST 


May Combustion Chamber in 
Spotlight 


Baltimore, Md., April 20.—Wednes- 
day newspapers throughout the coun- 
try offered $1,000 for a_ suitable 
name for a new feature developed by 
the May Oil Burner Corporation— 
“the water-backed combustion cham- 
ber.” 

The copy, placed by May dealers, 
both independently and in co-opera- 
tion with the factory, explained 
“we’re looking for simple, easy-to- 
remember names like ‘free wheeling,’ 
or ‘floating power.’” 

Readers were referred to dealers 
for official entry blanks, none other 
being recognized. 

This advertising is expected to 
provide a host of live prospects for 
dealers. Everyone who repairs to 
an outlet for an entry blank will be 
offered two decks of Quiet May play- 
ing cards for the names of five home- 
owners whom he believes to be “able- 
to-buy” prospects for an oil burner. 


Give Other Prizes 


If any of these five names are con- 
verted into sales, the person who pro- 
vided them will be given his choice 
of other handsome premiums, includ- 
ing a bridge table set, an electric 
clock or an electric percolator. 

The company’s own advertising 
will start in the rotogravure section 
of the New York Herald Tribune of 
April 23, four colors being used. 

In co-operation with the Herald 
Tribune and the American Litho- 
graph Company, E. Lyell Gunts, ad- 
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Transatlantic Steamship Lines, com- 

posed of 12 companies, is using 

copy like this to sell European vaca- 
tions. Price is stressed. 


vertising manager of May Oil Burner 
Corporation, has arranged to provide 
a four-page rotogravure section to 
dealers, with their own names occu- 
pying the masthead provided 500 or 
more are ordered. 

The back page will be a repetition 
of the advertisement, while the other 
three will picture outstanding Quiet 
May installations all over the world, 
with tie-ups with movie stars and 
other celebrities who use this burner. 

The numerous other dealer helps 
made available by the company in- 
clude folders featuring the “water- 
backed combustion chamber,” jig-saw 
puzzles, and blowups of the contest 
advertisement. 

The May campaign is in the hands 


of the Joseph Katz Company. 


Ormond Smith, 
Magazine Head, 
Dies Suddenly 


New York, April 20.—Ormond 
Gerald Smith, president of the Street 
& Smith Publishing Company, Ains- 
lee’s Magazine Company and the 
Smith Publishing Company, died sud- 
denly of a stroke Monday night. He 
was 72 years old but had been in ex- 
cellent health until the day of his 
death. 

Mr. Smith was an important figure 
in national publishing circles for 
nearly 50 years, having entered the 
publishing business for himself 
shortly after graduating from Har- 
vard in 1883. 


Discovered Famous Writers 


He was credited with being the 
discoverer of more writers than any 
other American publisher. One of 
his most important finds was O. 
Henry, whose early work appeared 
in some of Mr. Smith’s publications. 


Among the best known magazines 
published by Mr. Smith during his 
long career were Ainslee’s, Popular, 
People’s, Smith’s, Top Notch and 
Picture Play. He also founded a 
number of pulp paper magazines. 
His companies are said to have 
printed more than 3,600 titles in all. 

Mr. Smith, who was partly edu- 
cated in France, made a hobby of 
promoting amity between that coun- 
try and the United States. He sub- 
scribed liberally to organizations 
formed to carry on this work and 
was an officer in several such groups 
at the time of his death. The French 
government made him a commander 
of the Legion of Honor in 1931. 


Krafft Is Named 


Advertising of Reginia Maia Lab- 
oratories, Minneapolis, cosmetics, 
has been placed with Kraff Adver- 
tising Agency, Minneapolis. 


But Mr. McGivena— (2) 


—THE NEWS, New York’s 
Picture Newspaper. 


It’s different 


in the business 
market ! 


To be sure the buying 
power is so concentrated the 
chart looks like this... . 


Some circula- 
tions reach the market 
PD «4 « @ 64-008 
see; a lot of coverage 
isn’t even business cov- 
erage. 


A few goat it like this. . 
all business, but pretty much 
scattered from cellar to garret. 


But The Business Week 


concentrates where the 


are fewest and the buying power 
the greatest like this....... 


And that goes for 


numbers 


BUSINESS UNITS 


advertising, too. The 


same degree of concentration exists in 
the calibre of business man as well as in 
the size of business. More of that later. 
Is it any wonder The Business Week 
is Primary for Business? 


THE BUSINESS WEEK Primary for Business 


KENDALL ENDS 
SUBSTITUTION 
WITH NEW CAN 


Sealed at Factory, Motorist 


to Hear 


(Picture on Page 16) 


Bradford, Pa., April 20.— Though 
believing that other advertisers hayg 
done a thorough job in awakening 
motorists to the dangers of substitu 
tion in the purchase of oil, Kendalf 
Refining Company has evolved what 
it regards as the best solution tg 
this problem in “Refinery Sealeg 
Cans.” 4 

With the new cans, the motorist} 
can see that he'is getting the off 
which was sealed into the containers 
at the factory. ' 

The service station attendant 


brings forth the can and punctureg} 


it while the motorist looks on. 4 
special funnel-shaped can openepy 
does a neat job, making it easy for 
the attendant to pour the oil into the¥ 
ear. 

While positive prevention of sub | 
stitution will be the burden of the 
company’s advertising song, other 
important advantages will be gained, 
it will assure the motorist. Sealing 
the can at the refinery assures clean} 
oil for the driver. Since the grade} 
of oil contained in the can is stamped} 


on the top, the motorist will knowill 


that no error of any kind has beeg 
made and that he will receive the} 
exact grade he asked and is paying} 
for. Finally, he will receive full 
measure. 


Tested in Six Cities 


Test campaigns in six cities have! 
provided sufficient proof of the po 
tency of the new container as a mer | 
chandising aid. Newspaper, radio 
and outdoor advertising was used in} 
various combinations and _ propor 
tions in the tests, and all are re 
ported as having been outstanding} 
successes. 

In cities where these tests were 
conducted and numerous others 
where advertising is yet to appear, 
dealers have been informed of de j 
tails of the new plan. J. H. Shearer, | 
Kendall’s sales manager, gives his] 
version of the advantages of the new 
container and a _ representative of 
Batten, Barton, Durstine & Osborn, } 
the company’s agency, describes] 
rreparations for its presentation on 
a wider scale. 

The national campaign will begin 
April 29, with a spread in The Satur- 
day Evening Post. Strong local ad-] 
vertising will supplement the maga-] 
zine copy. : 

The new refinery sealed cans will! 
be shipped in cartons holding two ¥ 
dozen quarts. Each carton will con-} 
tain an insert showing the service} 
station how the box should be cut toJ 
make an effective display of the 
canned oil. ' 

The advertising of the method will 
suggest that motorists carry at least 
one quart of Kendall oil in their cars 
at all times. A screwdriver makes a 
satisfactory opener, the copy will say. 


Moss and Ellis Join 
Colangelo Studios 


Samuel A. Moss, formerly art di- 
rector of Lord & Thomas, has joined 
Colangelo Studios, Inc., New York. 

John C. Ellis, the illustrator, is an- 
other addition to the studio staff. 


Death of S. D. Shafer 


Samuel D. Shafer, 51, for more 
than 30 years associated with the 
Artemas Ward and Barron G. Col- 
lier subway advertising firms in New 
York, died Sunday after a short ill- 
ness. 


Has Laundry Product 


Richardson, Alley & Richards Com- 
pany, New York, has been appointed 
by the Ultramarine Company, New 
York, to direct advertising of Bleach- 
ette Laundry Blue. 
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Twins in fact 


100% of your Chicago Market=Chicago Tribune 52% coverage 
Chicago Tribune 52% coverage=100% of your Chicago Market 


If you set out to find the families in Chicago and suburbs 
who can and do buy most of the advertised products today, you 
will find they include practically all the families in the better 
residential districts, most of those in the average districts and 
the top of the below average. 


If you analyze the more than 600,000 circulation of the 
Tribune in Chicago and suburbs, you will find Tribune coverage 
parallels your market. Your market in metropolitan Chicago 
today and the Tribune’s coverage are identical—nwins in fact. 


You can’t get away from it. The Tribune is read by prac- 
tically every able-to-buy family in metropolitan Chicago. And 
600,000 able-to-buy families is a real market for any manufacturer 
to shoot for today. 

In addition, the Tribune gives you a circulation among over 
170,000 families of the same buy-ability in the trading centers 


- surrounding Chicago. 


The Tribune’s editorial vigor and community character 
make it an intimate force in the lives of these more than 770,000 
families. Its selective coverage and influence make it unneces- 
sary for you to use any other advertising medium to put your 
product over in the Chicago market. And best feature of all— 
the Tribune has the lowest rate per thousand circulation of any 
Chicago newspaper. 

Your request will bring our representative to tell you about 
present buying trends in this market and how to take advantage 
of them. 


hicago Tribune 


THE WORLD'S GREATEST NEWSPAPER 


FIRST IN INFLUENCE, FIRST IN COVERAGE, FIRST IN RESULTS 


NOTE: Crvatesions ary averages for str monchs' perteds ended 
September 30 ond for iy and mbarban omiy 
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Inflation and Advertising 


There are two important advertis- 
ing aspects of the controlled infla- 
tion program adopted by the Fed- 
eral Government. One relates to the 
opportunities for advertisers through 
improved markets, and the other to 
the purchases of advertising space, 
service and materials at established 
prices with cheaper dollars. 

The immediate rise in commodity 
prices is not only stimulating buy- 
ing and thus creating increased busi- 
ness activity, but it is providing tre- 
mendously improved buying power 
for those in possession of goods. The 
farm market, which has been at a 
relatively low ebb due to the greatly 
depressed prices of staple farm 
products, will be one of the first to 
benefit on a broad scale. Many farm- 
ers still have grain on hand from 
1932 crops, and the Department of 
Agriculture figures on this subject 
enable even a rough-and-ready fig- 
urer to calculate an opportunity for 
farmers to spend hundreds of mil- 
lions of dollars which they did not 
have and which did not exist for 
them a few short months ago. 

In another important direction 
business will take an immediate up- 
turn—namely, exports. For many of 
the largest advertisers and mer- 
chandisers in the country, export 
trade has represented 10 per cent 
or more of their sales, under normal 
conditions. Of late this has gone 
down in most cases to a trifling fig- 
ure. The depreciation of the dollar 
in terms of foreign exchange puts 
American manufacturers on a more 
effective competitive basis with the 
exporters of other countries, and 
should result in immediate improve- 
ment in this aspect of our trade. 

Of course, it is possible for other 
nations still further to reduce the 
value of their currencies as a means 
of preventing Uncle Sam from get- 
ting back his lost foreign customers, 
but this is somewhat unlikely, espe- 


cially as far as Great Britain, one 
of the great exporters of the world, 
is concerned. Besides, it will take 
some time to do this, and in the 
meantime steps may be taken for 
the establishment of an international 
monetary standard which may stabi- 
lize all currencies on a _ uniform 
basis. 

Advertisers are likewise  con- 
fronted with an opportunity to buy 
more for their dollars than hereto- 
fore. Publishers have adjusted their 
rates in many cases, and have made 
special efforts to make their space 
more attractive to buyers. Rates 
cannot be changed over-night, be- 
cause of long-term contracts. Con- 
sequently increases in rates are not 
likely to become effective until the 
inflation is well under way, even if 
then. In the meantime the cheaper 
dollar will still buy a full dollar’s 
worth of space and service, on the 
old basis, and the buyer will get vel- 
vet and plus values until charges 
are readjusted to the new standards. 

Agencies have anticipated possi- 
bilities in this direction by covering 
space requirements of their clients 
for twelve months ahead, and it is 
likely that in many cases these or- 
ders will represent profitable oppor- 
tunities. Contracts for the purchase 
of paper and other advertising re- 
quirements will also look good to 
fore-handed buyers. 

The main fear of those who wel- 
come inflation as a means of imme- 
diate stimulation of business, with 
promise of greater employment and 
increased activity in all directions, 
is that it may get beyond control. 
The administration has indicated 
that it will keep the forces of infla- 
tion well within limits. If this is 
done, we may be able to enjoy the 
benefits without the penalties inevit- 
ably exacted by expanding the 
bubble of inflation too fast and too 
far. 


How to Buy Advertising Service 


Marvin Harms, advertising man- 
ager of the Premier-Pabst Corpora- 
tion, made a suggestion in a recent 
address which deserves more than 
passing comment. 

In discussing his methods of deal- 
ing with printers, lithographers and 
others who produce advertising ma- 
terials and supplies, especially in the 
display field, he emphasized the fact 
that he does not “shop around”; on 
the other hand, he buys from a few 
recognized sources, and as a result, 
while maintaining prices at a rea- 
sonable level, he is sure of expert 
and interested counsel, which com- 
pares in quality and value with that 
of the advertising agency. The de- 
sirable features of letting the other 
fellow make a reasonable profit on 
the work which he does were 


stressed by Mr. Harms, who imme- 
diately identified himself as an en- 
emy of the “chiseler.” 

Those who furnish the products 
used in advertising and sales pro- 
motion are on the creative side of 
advertising. There is a limit beyond 
which prices cannot be cut without 
sacrificing the quality of the service 
which is rendered. A greater appre- 
ciation of this fact on the part of 
advertisers as a whole would result 
in many others besides Mr. Harms 
deciding on a definite policy of en- 
couraging producers to do a good 
job, to supply expert counsel within 
the limits of their special activities, 
and to expect to receive reasonable 
profit as a result of their valuable 
contributions to the success of the 
advertiser’s campaign. 


Information 
for Advertisers 


The following documents may be 
secured without charge by any 
national advertiser or advertising 
agency from the companies sponsor- 
ing them, or through ADVERTISING 
AGE. 


No. 483. 
Growth. 


Covering the decade from 1920 to 
1930, this remarkable volume pre- 
senting the results of a minute study 
of 140 representative towns and 26 
counties throughout the country by 
Edmund deS. Brunner, covers a mul- 
titude of facts of interest to every 
advertiser. It is published by Wom- 
an’s World, and the material is pre- 
sented in very readable form. 


No. 484. 
Durez. 


A folder presenting some of the 
many uses in the packaging field for 
molded Durez. Included are a num- 
ber of interesting leaflets dealing 
with the lives and works of America’s 
foremost industrial designers. Pub- 
lished by General Plastics, Inc. 


No. 485. The Story of WOR. 


Much material of interest to ad- 
vertisers on the coverage, popularity, 
buying power of the area served, etc., 
of station WOR, Newark, N. J. 


No. 480. 
Comics. 
Two companion publications of 

Metropolitan Sunday Newspapers, 

giving in minute detail all of the 

facts on circulation, coverage, cost 
and influence of the publications in- 
cluded in the group. One discusses 

Sunday gravure advertising in the 

ten publications in the group, the 

other gives similar information on 
the comic supplement sections. 


No. 433. WLW—‘“The Nation’s Sta- 
tion.” 

This unusual envelope-folder might 
well be called “proofs,” since much 
of the material in it consists of fac- 
simile reproductions of letters com- 
menting on the results derived from 
commercial broadcasting over WLW, 
Cincinnati. Other interesting ma- 
terial in the folder gives WLW cov- 
erage and circulation, analyzes mail 
response to individual programs, 
gives much valuable information 
about the station and outlines the 
services of the station’s sales promo- 
tion department. 


No. 468. Fadeless Publicity. 


An interesting presentation show- 
ing the wide variety of sizes, designs 
and colors in which enameled iron 
signs may be secured, and the uses to 
which they may be put. Also in- 
cludes details on cost, method of 
productions, and full color showings 
of signs made by Ingram-Richardson 
Manufacturing Company, by whom 
the book is published. 


No. 459. Fawcett Women’s Group. 


An exhaustive and detailed analy- 
sis of the circulation, by cities and 
towns of over 1,000, and by counties, 
of True Confessions, Screen Book, 
Screen Play, and Hollywood, the pub- 
lications which make up the Fawcett 
Women’s Group. 


No. 446. The Shadow of a Man, 


“There was once a Sacred Number, 
and its name was LHighty-five,” this 
booklet by Redbook Magazine asserts, 
pointing out that advertisers once 
thought 85 per cent of all purchases 
were made by women. “Today, the 
Sacred Number is losing its punch. 
The true buying unit is The Family.” 
The attractive booklet contains re- 
productions of the current series of 
advertisements in advertising papers 
which Redbook Magazine has used to 
stress this point. 


No. 462. Route List of Retail and 
Wholesale Grocers. 


A complete list of groceries in 
Louisville, arranged geographically. 
Also a route list of drug stores. Pub- 
lished by The Courier-Journal and 
Louisville Times. 


Ten Years of Small Town 


Package Design in Molded 


Metro-Gravure and Metro- 


THE COPYWRITER CONVERTS A CONVICT 


"| like to do the little personal things myself." 


—College Humor and Sense. 


Is This the First 


Color Copy for Beer? 

To the Editor: “Last minute news 
flashes” in your issue of April 8 
records the fact that the Schlitz Com- 
pany’s 800-line copy in dailies is be- 
lieved to be the first beer copy placed 
on anything like a national scale. 

I am idly wondering whether or 
not the full-page Falstaff advertise- 
ment prepared by the advertising 
production department of this news- 
paper and published in our issue of 
April 6, was the first color page on 
beer to appear in an American news- 
paper. 

Whether it was or not doesn’t make 
a great deal of difference. It just 
occurred to me that you might be 
interested. 

C. W. AUBUCHON, 
Manager of Promotion, 
St. Louis Star and Times. 
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Sproull Tells of 
Return of Old-Timer 


To the Editor: I noticed the story 
in your April 1 issue, reporting the 
return of a very old coupon to La- 
Salle Extension University, and was 
very much interested. 

Unfortunately, Business was not 
started until October, 1919, so we 
have been given credit we did not 
deserve. 

Two weeks ago, though, we re- 
ceived a postal reply card that had 
been sent to a prospect with an ad- 
vertising folder that was printed in 
1912, and to the best of our knowl- 
edge must have been mailed at ap- 
proximately that time. The prospect 
must have cleaned out his desk after 
21 years! 

No sale resulted. 


W. C. SPROULL, 
Burroughs Adding Machine Company, 
Detroit. 
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A Plea for Better 


Reading Matter 

To the Editor: A good many ad- 
vertisers have gone through 1932 and 
into 1933 with a curious assortment 
of reasons for pulling in their ad- 
vertising horns. To these and all 
others I have a suggestion to make— 
a way to advertise without spending 
any money. 

I suggest that every concern which 
has salesmen calling at its offices 
make use of these salesmen as pro- 
motion tools merely by being decent 
to them. They will spread your gos- 
pel for you—gladly, over a wide area, 
and without charge. 

First, have a respectable looking 
reception room. 

Second, have some of your own 
literature on a table and some late 
magazines. 

Third, have a human being at the 
information desk who is a salesper- 
son rather than a purchasing-person, 


Voice of the Advertiser 


and preferably the type that kno 
his or her organization and a fe 
of the necessary onions. 

Fourth, if a man is busy tell 
salesman the facts—don’t keep hin 
waiting for effect or for any. oth 
unnecessary reason. 

Use this strong arm of promotion 
for your selfish interests if yo 
please. Give them decent treatment, 
some place to sit and hang their 
hats, something to read. You will 
gain a lot of good free advertising 
that you never had before. 


C. C. MERCER, 
Meldrum and Fewsmith, Inc., 
Advertising, Cleveland, O. 


>, 


Caro Testifies 


To the Editor: Thanks very much 
for the interesting comments on ou 
new catalog for beer dispensers 
which appeared in your April 8 issue. 

I think I can offer you another 
testimonial as to how carefully AD 
VERTISING AGE is read by its subscrib 
ers. The morning after this issue 
appeared, I had no less than 15 peo 
ple call me to tell me about the 
article about us in your paper. 

J. H. Caro, 
Advertising Manager, Albert 
Pick Company, Inc., Chicago. 
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Magicians Decry Camel’s 
Expose of Magic Tricks 
To the Editor: We notice with 
great interest your reproduction of 
one of the Camel advertisements now 
being placed by Wm. Esty & Co. 
We wonder if you appreciate the 
fact that every time that one of these 
advertisements is placed, some ma 
gician somewhere is having his 
means of livelihood taken away from 
him. We are sending herewith ar 
print of the story run in Hartford; 
Conn., wherein this advertising is re- 
ferred to on the floor of the Hous 
as “the meanest advertising any bus 
iness concern in this country is us- 
ing,” and at the same time point out 
where another member of the House 
states that “this advertising is alien- 
iating the good will of the public and 
losing business.” 
JULIEN J. PROSKAUER, 
Chairman, Committee on Public Re 
lations, Society of American Magi- 
cians, New York. 
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Too Slow for Adams 


To the Editor: Did you ever look 
at it the other way around? I mean 
that coupon which the La Salle Ex- 
tension University has just received, 
and which was printed way back in 
1912? 

Don’t most advertisers 
quicker response than that? 

GRIDLEY ADAMS, 
New Rochelle, N. Y. 
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April 22, 1933 


ADVERTISING AGE 


Starch Again Finds Ads Get 


Greater Attention in Liberty 
Than in Any Other Big Magazine 


9 Months Report Repeats Findings of 6 
Months Report Which, in Turn, Confirms 
Findings of Gallup and White 


Comparison of Rank of 13 Lead- 
ing Magazines in Percentage of 
Readers Remembering Average 
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Advertisement. 


Starch 6 mos. Report Starch 9 mos. Report 


1. Liberty 1. Liberty 
2. Weekly A 2. Weekly A 
3. Weekly B 3. Woman’s A 
4. Woman’s A 4. Woman’s B 
5. Weekly C 5. Weekly B 
6. Woman’s B 6. Weekly C 
7. Woman’s C 7. Woman’s D 
8. Woman’s D 8. Woman’s C 
9. Woman’s E 9. Woman’s E 
10. Monthly A 10. Monthly A 
11. Monthly B 11. Monthly B 
12. Woman’s F 12. Woman’s G 
13. Woman’s G 13. Woman’s F 


N 1931, Liberty announced the results 
of a new type of reader interest survey. 
It was a simple count, made from door to 
door, of the number of magazine “readers” 
actually seeing and reading each ad. Dr. 
George Gallup, while professor of Journal- 
ism and Advertising at Northwestern Uni- 
versity, did the job for 6 weeks. 


It showed that ads in Liberty win the 
attention of 22% to 114% more readers 
than in any other big weekly. 


IN 1932, Percival White, Inc. repeated 
the work. Approximately the same facts 
were found. 


During this same period, Dr. Daniel Starch 
embarked upon a similar survey. His report 
of 6 months’ work, published last Fall, con- 
firmed the trends disclosed by Gallup and 
White. 


Now, Dr. Starch issues the results of three 
additional months’ efforts. 


And again ads are shown to enjoy greater 
attention in Liberty than in any other 
major magazine published. 


Once, might be an accident! 
Twice, might mean collusion ! 


Three times, must become an irritating 
intrusion upon traditional standards. 


And now, FOUR TIMES cannot help but 
make even the most hardened skeptic re- 
examine his beliefs. 


When, in spite of all the vicissitudes and 
uncertainties of commercial research, one 
magazine persists in showing up on top of 
12 others, that magazine surely has an 
immediate claim upon the consideration of 
those whose job it is to recognize magazine 
values with orders. 


LIBERTY 


WHY 


ads in Liberty are 
seen and read by a 
greater proportion 
of readers than in 
any other magazine 


1. Better Read 
Editorial Contents 
Liberty readers don’t usually buy their 


magazine for any one feature, author or 
department. It is the dramatic, human, 
concise style of presentation that appeals 
to them. A greater proportion of 
Liberty’s readers read the average editor- 
ial feature than in any other weekly. 
98.37% of Liberty’s readers buy it copy 
by copy, at full retail price because they 


want it. 


2. Every Ad Next 
To Leading Matter 


No buried ads in the back of the maga- 
zine. Ads alternate with stories. Every 
advertisement is next to a complete, 
lead story. 


America’s Best Read Weekly | 
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ADVERTISING AGE 


April 22, 19 


SWIFT ATTUNES 
BUTTER COPY TO 
NEW PSYCHOLOGY 


Frolicsome Cow Plays Tune 
On Cash Register 


(Picture on Page 16) 

Chicago, April 20.—Regarded as 
the first national advertiser to adjust 
its advertising strategy to the newly- 
found optimism of the American peo- 
ple, Swift & Co. have launched a new 
copy theme on Brookfield Butter with 
a magazine campaign in which 
“Brooksie, the famous white cow,” 
plays the leading role. 

Swift & Co. have long been nation- 
ally known as meat packers, neither 
Mrs. America nor her well-known 
husband, the man on the street, real- 
izing fully the company’s outstand- 
ing importance in the butter indus- 
try. 

Swift is the largest butter maker 
in the world, having created a net- 
work of creameries in 25 states, 
noted for their lush dairly lands. Not 
content with this dominance in pro- 
duction, it cut to the heart of the 
distribution problem by using its 
own fresh food service to deliver 
Brookfield Butter direct to the re- 
tailer. It is the only large butter 
manufacturer to have eliminated all 
extraneous links in the chain. 


Sensed Change in Attitude 

This was the story which Swift 
desired to place before home mana- 
gers of the country. Both W. E. 
Smith, advertising manager, and J. 
Walter Thompson Company, the 
agency in charge, felt that a subtle, 
but none the less decisive change, had 
been wrought in the outlook of the 
average citizen. 

The Rooseveltian smile has become 
the trade-mark of a happier approach 
to “problems.” 

The decision, 


therefore, was to 


abandon the “problem” treatment 
which invests the purchase of a spool 
of thread or a pound of butter with 
such dire possibilities and to attune 
the copy to a happier vein. 

The agency created “Brooksie, the 
famous white cow,” to lead this new 
parade of charm and humor. Pages 
in color in a long list of women’s 
magazines introduced Brooksie and 
her merry sisters in February in a 
series which will continue through- 
out the year. 


Behind the Scenes 


Artist and copywriter conspired to 
relate the adventures of Brooksie in 
such a light and airy vein that the 
advertising has been called as read- 
able as “Alice in Wonderland.” The 
common head on each piece of copy 
is “Behind the scenes with America’s 
best-liked butter.” 

One of the most hilarious of the 
illustrations depicts “A Blessed Event 
at a Brookfield Dairy Farm.” The 
newcomer is shown cosily tucked in 
a cradle while Brooksie and her com- 
rades minister to the infant in happy 
confusion. 

Even the flowers and birds on the 
Brookfield farm are infected with the 
holiday atmosphere, while the caption 
under the picture remarks, somewhat 
apologetically, “Brooksie, the famous 
white cow, is so happy one would al- 
most think she is the mother. Just 
one big happy family—these produc- 
ers of that fine Brookfield cream.” 

Copy is brief. Written in the spirit 
behind the illustrations, it contains 
such inviting phrases as “spotless 
creameries,” “shining urns,” and 
“Creamery Delivered.” 

Though the campaign is still com- 
paratively new, the sales chart has 
confirmed the belief of Swift that the 
country is tired of being sad and will 
pay rich tribute to the advertiser who 
gauges its new mood accurately. 


Three Outsell One 


Three pairs of women’s hosiery for 
$1.95 are a better bargain, from the 
woman’s standpoint, than one pair 
for 65 cents, although the price per 
pair is identical. That is the deci- 
sion of United States Department 
of Commerce, which reports that the 
higher unit offer far outsold the sin- 
gle pair offer in special sales. 


IT’S FUN TO BE FOOLED 


---LT’S MORE FUN TO KNOW 
says CAMEL 


And so say the Advertising Typographers of 
America. There can be no magic in the produc- 
tion of advertising typography. It’s just mechan- 
ical excellence plus a balanced art appreciation 
plus sound business. No tricks, just plain hard 


business sense. 


To constantly improve the efficiency of each 
member is the aim of this organization. Com- 
plete, authoritative and up-to-the-minute infor- 
mation about improvements in equipment, cost 
accounting, shop practices, type faces, service, 
billing methods and all the details that go to 
make up this business are constantly being dis- 
seminated by us to our membership. 

You can be sure that a member of this asso- 
ciation is a progressive and up-to-the-times 
business man. If there is a new and better way 
to handle your typographical work, he’ll be the 


first to suggest it. 


Worth something to you, isn’t it? 

If your typographical work is not being done 
by a member of the Advertising Typographers 
of America* why not get in touch with the 
nearest one now for a frank discussion of your 


problems? 


Aavertising “bypographers 
of Americe 


NaTIONAL HEApDQuARTERS: 461 Eighth Ave., New York 


% Members are located in Akron, Boston, 
Chicago, Dallas, Denver, Detroit, 
Indianapolis, New York, Philadel- 
phia, Pittsburgh and Toronto, Canada. 


Typography Fe 
That Sets 
Upan Ideal FARMS 


EARLY PASSAGE 
OF BILL TO FIX 
PRICES IS SEEN 


New York, April 20.—There is 
every assurance that the simplified 
Capper-Kelly bill will be enacted by 
the present Congress as soon as 
emergency legislation is disposed of, 
William M. Ingersoll, chairman of 
the board of the American Fair 
Trade Association, told the Sales Ex- 
ecutives Club today. 

The bill in its present form was 
passed by the House in the closing 
hours of the last session. Mr. In- 
gersoll, “the man who made the dol- 
lar watch famous,” has just com- 
pleted a canvass of the Senate, and 
reported that a majority of that 
body are in favor of it. 

Until such time as the legislation 
brings relief, Mr. Ingersoll urged 
manufacturers to adopt expedients, 
already judged legal, whereby they 
could regulate resale and _ “retail 
prices of their products. 

“The consignment system is per- 
fectly legal and practical,” he said. 
“The courts have said that price con- 
trol rests upon ownership of the 
goods. Therefore, if you consign 
your goods to the trade instead of 
selling them, you can stipulate the 
prices at which they may be sold. 


Can Require Deposit 


“In that case, of course, you will 
not be paid until the dealer has sold 
the goods to the public. You can, 
however, require a substantial de- 
posit from the dealer whom you 
made your agent as a pledge of his 
good faith in fulfillment of the con- 
ditions of his agency contract. 

“The General Electric Company 
has successfully employed the con- 
signment system in the sale of its 
Mazda bulbs and a tobacco company 
is using it with excellent results in 
the sale of a widely advertised cigar. 
The plan does not operate to restrict 
outlets, as the General Electric Com- 
pany distributes through 21,000 inde- 
pendent retailer-agents, but it does 
work out to the advantage of the big, 
amply-financed corporations and to 
the disadvantage of the smaller 
companies. 

“With the decision in the Colgate 
case as authority, concerns which 
sell direct to retailers can shut off 
those who disregard price schedules. 
This procedure is fairly effective for 
companies large enough to cover the 
retail trade direct and maintain 
branch warehouses. It cannot pre- 
vent bootlegging of merchandise to 
price-cutters. 

“To eliminate competition among 
dealers by limiting outlets to one in 
a town or community prevents price 
cutting, but cuts down sales and 
makes advertising more difficult. 

“The moral suasion methods are 
restricted legally but have afforded 
some protection for a few manufac- 
turers. The courts have character- 
ized as illegal espionage the en- 
couragement of dealers to report 
other dealers who were cutting and 
made doubtful the use of salesmen’s 
reports on such matters.” 

In the event that price regulation 
laws are not enacted promptly, Mr. 
Ingersoll recommended the plan he 
devised whereby the manufacturer 
would sell his physical merchandise 
outright to the trade but withhold 
the use of the trademark unless cer- 
tain conditions, including price 
maintenance, were observed. 


Hold Mail Conference 


A direct mail advertising confer- 
ence for New Hampshire manufac- 
turers and merchants will be held 
May 5 in the state capitol at Con- 
cord, under the auspices of the state 
development commission. An exhibit 
of mail advertising will be included. 


Downey Leaves Mars 


J. F. Downey has resigned as ad- 
vertising manager for Mars, Inc., 
Oak Park, Ill., candy manufacturer. 

L. Kruppenbacher, sales man- 
ager, has taken over the advertising 
activities of the company. 


Mobiloil Adopts 
New Planin War 
On_ Bootlegging 


New York, April 20.—Equipment 
which makes it possible to keep bulk 
oil under seal while distributors and 
retailers pass it through several con- 
tainers was brought to the attention 


device in circle 
through which the 
Filprut bottieis filled. 


of the public this week through an 
intensive newspaper campaign re- 
leased by the Standard Oil Company 
of New York, distributors of Mobil- 
oil. 

The oil is sealed in tank trucks at 
the company’s plants. The funnel 
on special tanks installed at the re- 
tailer’s serves as a key to unlock the 
valve on the hose of the truck. The 
dealers are furnished quart bottles, 
the necks of which act as a key to 
unlock the outlet valves of the sta- 
tion’s tanks. 

The newspaper campaign will ac- 
quaint motorists with the operation 
of the system and familiarize them 
with the distinctive appearance of 
the quart container in which the 
branded oil reaches them. The an- 
nouncement advertisement said in 
part: 

“Today the makers of Mobiloil in- 
troduce a patented new feature which 
guarantees that when you ask for 
Mobiloil, you will be sure of getting 
what you ask for, what you pay for. 

“No other oil has Filpruf. No 
other oil can have it. We invite you 
to inspect the protective feature of 
this new diamond-shaped bottle when 
you stop in for that needed spring 
change to Mobiloil. Note how it 
permits you to identify the grade of 
Mobiloil your car requires.” 


Lancashire Joins 


Bayless-Kerr Agency 


Herbert W. Lancashire has joined 
the Bayless-Kerr Advertising Agency, 
Cleveland, as_ vice-president. Mr. 
Lancashire is credited with having 
made the first time payment sale of 
an automobile for the Ford Motor 
Company in 1910. 

In 1911 he designed and sold the 
first delivery car ever built on a 
passenger car chassis. 


Grey Staff Expanded 


Louis L. Snyder, Ph.D., in charge 
of research, and Frances Raftery, ac- 
count executive and writer, are new 
additions to the staff of Grey Ad- 
vertising Service, Inc., New York. 


Sterling Names Rodgers 


Advertising of Sterling China Com- 
pany, Wellsville, O., has been placed 
with J. B. Rodgers Advertising Agen- 
cy, Pittsburgh. 


Beaven to Don Lee 


Herb R. Beaven has joined the ad- 
vertising department of KFRC, San 
Francisco, unit of the Don Lee Broad- 
casting System. 


SMALLER DAIRIES 
WIN N.Y. FIG 


New York, April 21—The gs 
law regulating wholesale and retgj 
milk prices which became effectiyg) 
this week has raised a storm of pm 
test from the smaller dairy compa) 
nies distributing unadvertise@ 
brands, who say they will be fo 
out of business by the competiti 
of advertised brands unless they 
permitted to undersell. 

A group of the non-advertising 
ries organized to deal with the e 
gency sent a representative to 
peal to the State Milk Control 
at Albany Tuesday. He asked 
his clients be permitted to quote 
dealer lower prices so_ that 
dealer would strive to divert a sh 
of the business from adverti 
brands in order to make a lar 
profit for himself. 


Seek Differential 


Retailer customers of the non- 
vertising dairies who were pres 
at the hearing said they should be 
allowed to re-sell the unadvertised 
milk at a proportionate reduction sq 
as to help the needy consumer. They 
also pointed out that it would be aij 
most impossible to sell unadvertis 
milk at as high a price as that as 
for advertised brands. 

As a result of this agitation 
attorney-general has now ruled thai 
unadvertised milk may be sold to r 

t 


tailers and consumers at one cen 
quart less than the legal minim 
for advertised brands. 


Effinger Starts 
Drive on Sales 


Without Profi 


Milwaukee, Wis., April 20.—C 
vinced that business revival can 
occur until business makes a pro 
Frank Effinger, president, Fra 
Effinger Company, Milwaukee agen 
has launched a campaign among loca 
business firms to “buy at a profit t 
the seller, and profit thereby, you 
self.” 

Letters to all industrial and co 
mercial houses, as well as to banks 
newspapers and civic organization 
and also to key organizations in othe 
cities, are announcing the crusade. 

All businesses are being asked t 
carry the slogan on their letterhead 
and stickers are also being furnished 
It is hoped that a fund for adverti 
ing will be raised which will enabl 
the message to be carried to the pu 
lic throughout the country. 


‘‘Redbook’’ Rates 


New York, April 20.—The McCa 
Company today announced a redu 
tion in the circulation guarantee 0 
Redbook Magazine from 750,000 t 
650,000, and a corresponding redu 
tion in the line rate from $4.50 t 
$3.90, the black and white page ra 
dropping from $1,800 to $1,560. 

The new rates and guarantee aré 
effective with the July, 1933, issue. 

The price of Redbook will be mai 
tained at 25 cents. ‘ 


Bausch & Lomb Appoint 


Tyson-Rumrill, Associated, Roch 
ter branch of O. S. Tyson & Co., NeW 
York, has been appointed by Bausch 
& Lomb Optical Company, Rochester 


Phelps Gets Two 


Advertising of St. Patrick’s A 
emy, Momence, IIl., and of Hollyw 
Diet Corporation has been plac 
with Phelps, Engel, Phelps, Inc., Chi 
cago. 


Named Representative 


J. E. West, 4606 N. Racine Ave, 
Chicago, has been named midwesterl 
representative for Modern Livi 
Magazine, New York. 
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. was a clear, smokeless Sunday, with the 
afternoon sun shining full on the city, when the 
cameraman in the News plane made this picture. 
Parts of four boroughs were in the picture and the 
Manhattan skyscrapers could be picked out crystal 
clear . .. But when the engravers got through with 
it, the above sieve’s-eye view was the result—a 
partial, imperfect picture of the greatest city market 
in the world. The engraver was too stingy with his 
dots, and see what happened! . . . Something very 
similar happens to your advertising in New York 
when the circulation you buy for it is not up to the 
job. No paper of small circulation can present your 
sales picture to a market of millions of people and 
prospects. The impression made by the advertising 
isn’t strong enough, or clear enough, or detailed 
enough to persuade new customers, to affect dealers 


more favorably, to establish your product, your name 


mA 
ape 
* 


and your firm in the buying consciousness of this 
big market. Just as our halftone needs more dots, 


so your selling picture needs circulation—needs 


The News! 


Because The News can reproduce your 
selling picture strongly, clearly and adequately in 
this market. Its 1,450,000 circulation carries your 
advertising to two-thirds of New York City families, 
to two-fifths of the families in the suburbs—reaches 
prospects enough to make volume sales, to make 
dealers aware and appreciative of your advertising. 
Today you can really cover this market with this 
medium alone—the one paper big enough to do the 
big job the big market requires . . . 

And naturally a big package of circulation in one 
paper costs a lot less than the same quantity in four 
or five papers. You can use that saving this year! 


THE a NEWS 


NEW YORK’S PICTURE NEWSPAPER 


220 EAST FORTY-SECOND STREET, NEW YORK 
Tribune Tower, Chicago + Kohl Building, San Francisco 
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COLOR TO SELL 
TENNIS COMFORT 


Endicott, N. Y., April 20.—One of 
the largest newspaper color cam- 
paigns in the comparatively brief 
history of this medium is being 
placed behind the new Standon line 
of tennis footwear developed by Endi- 
cott-Johnson Corporation. 


Full pages in four colors are being 
used in The American Weekly and 
these individual newspapers: St. 
Louis Post-Dispatch, Cleveland Plain 
Dealer, Kansas City Star-Times, 
Louisville Courier-Journal, New Or- 
leans Times-Picayune, and Phila- 
delphia Inquirer. 

Trade support has been enlisted 
with large space in Boot and Shoe 
Recorder and Pacific Coast Shoeman. 

The legion of tennis players who 
are preparing to return to their 
favorite sport are being told in these 
smashing color pages that they can 
improve their game by eliminating 
all foot troubles with Standon Ten- 
nis Shoes. 

The feature of this line is a gen- 
uine leather insole, stitched into po- 
sition, and according to its sponsors, 


preventing burning feet and the 
other ills attributed to rubber shoes. 
The Standon insole is made by a new 
and secret tanning process, the copy 
asserts. 

J. J. Ward is advertising manager 
for Endicott-Johnson, which places 
its copy direct. 


Fears Two-Cent 
Local Mail May 


Be a Boomerang 


New York, April 20.—While recog- 
nizing the good faith of Postmaster- 
General Farley in suggesting a re- 
duction in local first class mail rates 
to determine the effect on post office 
volume, National Council of Business 
Mail Users fears that “restoring the 
two-cent rate for local mail only will 
prove disappointing in bringing back 
volume, so much so that after a six 
months’ or a year’s trial we will be 
compelled to again accept a three- 
cent rate.” 

In a special bulletin to members, 
Homer J. Buckley, president of the 
Council, says: 

“It is the unanimous opinion of 
your officers that restoring the two- 
cent rate on local mail only will not 


stimulate national selling and will 
not enable manufacturers, whole- 
salers, mail order houses and mail 
users doing an interstate business to 
aggressively promote sales. It does 
not alleviate the high cost of selling 
which all such firms are up against 
today because of a 50 per cent in- 
crease in postage, which is a tax on 
their selling efforts.” 

“It is our sincere belief,” the bulle- 
tin continues, “that Mr. Farley is 
exceedingly anxious to do the right 
thing. He recognizes the situation 
that has caused the post office to lose 
such a tremendous volume, and is 
recommending a cautious program— 
first, establishing the two-cent local 
rate, and later, if the volume shows 
evidence of returning to the mails, 
putting on a nation-wide flat rate of 
two cents.” 


Sewell Succeeds Nye 


T. H. Sewell, former president of 
Toledo Advertising Club and for- 
mer governor of the fifth district, 
Advertising Federation of America, 
has been named Toledo representa- 
tive of Bastian Bros., succeeding W. 
F. Nye, who died recently. 


Excelsior Appoints 
Excelsior Baking Company, Minne- 


apolis, has placed its account with 
Critchfield & Co., Minneapolis. 


fs OREGONIAN 


Plus Services for 
FOOD ADVERTISERS 


MERCHANDISING 


an efficient merchandising staff at your 


command. 


valuable 


DAILY 
BROADCAST 


Your food advertising 
dollars go a long way in 
the Oregonian. In addi- 
COOPERATION tion to giving you more 
able-to-buy circulation than any other 
Portland newspaper, the Oregonian places 


On strictly trade matters, the Oregonian 
will (1) make surveys to determine the 
market; (2) distribute and place displays; 
(3) secure individual tie- 
ups with retailers or 
other dealers. 

In the consumer field, 
the Oregonian home eco- 
nomics department is a 


(1) weekly cooking 


Food Pages; 


school, (2) daily broad- 
cast over Oregonian Sta- 
tion KGW; (3) special 
editorial features and 
special menu and recipe 
service on Oregonian 


WEEKLY 
COOKING 


(4) per- SCHOOL 


sonal service to over 100,000 Oregonian 


action from 


ally through 


Oregonian. 


It is significant that in 
dollars must do double 
in food advertising in 
Portland is to the Sat- 
urday Morning Ore- 


gonian. If you want 


food purchasers, your 
schedule belongs in the 


housewives each year on home planning. 


these days when 
duty, the trend 


Oregon 


ENLARGED 
FOOD BUREAU 
PAGES 


Che Oreyaman 


PORTLAND, OREGON 


J. T. CROSSLEY, Advertising Director 


National Representatives, 


O N E Oo F 


VERREE & CONKLIN, 
Nationa! Color Representatives, ASSOCIATED NEWSPAPER COLOR, INC., New York, Chicago, Detroit, Los Angeles, San Franciscc 


A. MB. BB % 


INC., New York, 


C-#A-.<? GREAT 


Chicago, 


Detroit, San Francisco 


NEWSPAPER 8S 


MARCH LINEAGE IN FARM PAPERS 


Monthlies 


Country Gentleman 
Successful Farming 
Capper’s Farmer 
California Citrograph 
Country Home 


Carolinas-Virginia Edition 
Georgia-Alabama Edition 
Kentucky-Tennessee Edition 


Texas Edition 

All Editions 
Southern Agriculturist 
Farm Journal 
Breeder's Gazette 
Western Farm Life 
Southern Planter 
Wyoming Stockman-Farmer 


Florida Grower 


Semi-Monthlies 
Hoard’s Dairyman 
Oklahoma Farmer-Stockman 


Missouri Farmer 
Montana Farmer 
Arizona Producer 


Utah Farmer 


Missouri Ruralist 
Arkansas Farmer 


Bi-Weeklies 


New England Homestead............. 


California Cultivator 
Pennsylvania Farmer 
Wallaces’ Farmer & Iowa Homestead. 
Nebraska Farmer 
The Farmer & Farm Stock & Home: 

Minnesota Edition 

Dakotas-Montana Edition 
American Agriculturist 


Prairie Farmer: 
Illinois Edition 
Indiana Edition 

Washington Farmer 

Oregon Farmer 

Dakota Farmer 

Ohio Farmer 

Idaho Farmer 

Michigan Farmer 

American Agriculturist— 

Local Zone Advertising: 
Buffalo 
Rochester 
Binghamton 
Poughkeepsie 
Albany 
Syracuse 
Utica 
Long Island 
New England 
Watertown 
Elmira 
Pennsylvania 
New Jersey 
Delaware 


Weeklies 


Pacific Rural Press....ccecscccccsvcves 


Weekly Kansas City Star: 
Kansas Edition 
Missouri Edition 


Arkansas-Oklahoma Edition...... 
pe rer 


Semi-Weekly Farm News: 
Tuesday Edition 
Friday Edition 

Capper’s Weekly 

Dairymen’s League News 


*Discrepancies between these columns for 1932 and 1933, except in the 
ease of weeklies, are explained by changes in frequency of issue of the 


publications involved. 
Not received. 


Progressive Farmer & Southern Ruralist: 
Mississippi Valley Edition........ 


ee OE NE oc cic tn ods ew eeese 


Farm & eget doers ta cciekie 


Kansas Farmer (Mail & Breeze)...... 


Ce 


Wisconsin Agriculturist & Farmer.... 
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1933 Issues* 1932 Issuege 

ieesae 20,946 30,529 

seeese 15,334 17,599 

oeeeee 12,727 19,364 

erence 12,258 19,343 

env ens 10,342 12,731 

sesecce 9,989 15,218 2 
erry 9,406 13,816 2 
coceee 8,563 13,605 2 
oscecee 8,403 11,593 2 
bveees 7,127 12,064 2 
eT 5,992 9,307 2 
sasees 6,675 11,958 os 
ocevee 6,198 10,903 

oes See 5,152 8,839 

ee 4,641 12,907 

oeesee 4,493 9,638 es 
ovectee 2,290 3,383 <a 
Kate's 1,796 2,999 Re 
eeeeee a 9,969 

reer 8,394 12,311 

c+ wee 8,373 20,675 

cakess 7,352 14,233 

needs 4,910 6,096 

Sonne 4,904 12,633 

ivebea 4,418 6,079 

shes es 4,261 12,952 

obeeee 4,232 10,786 

isatee 4,129 13,733 

areese 3,881 13,501 

eee’ 2,121 1 7,075 

onaeee 13,940 2 21,691 4 
sckne 11,445 2 22,257 4 
an ven 10,916 2 24,213 2 
csanes 10,469 2 23,116 2 
pice 8,575 2 21,458 2 
on eee 8,488 2 22,454 2 
err, S 5,731 2 18,691 2 
0 se wt 8,469 2 12,736 4 
chat oe 7,729 2 22,019 2 
eeoes - 7,297 2 22,138 2 
ryt se 5,644 2 15,221 2 
oseeee 7,202 2 19,076 5 
eseuce 6,184 2 17,927 5 
enede 5,876 2° 14,117 2 
od os 5,639 2 18,882 2 
inkebe 5,198 2 17,842 5 
eanees 3,559 2 15,945 2 
eer 2,198 2 434 4 
oeeeee 1,152 2 882 4 
ere 812 2 1,512 4 
ones 728 2 1,162 dq 
O04 tums 448 2 406 4 
eel eckig 420 2 1,414 4 
ace nee 420 2 1,400 4 
pinch recs 364 2 3,477 4 
Hones 336 2 632 4 
verre 224 2 1,400 4 
seen ae o* és 140 4 
oes 100 4 
veeees 18,833 4 28,175 4 
006 wee 15,951 5 11,221 5 
otawee 15,924 5 12,157 5 
opened 15,917 5 11,221 5 
wre 14,322 4 27,244 4 
epee 5,365 4 5,502 5 
meena 2,375 5 4,708 4 
Kee wa 5,300 4 7,828 4 
nee ake 2,377 4 5,217 4 


—National Advertising Records. 


Californians Launch 


Series of Broadcasts 


Californians, Inc., community ad- 
vertising organization for northern 
and central California, has begun a 
series of weekly half-hour radio pro- 
grams over KPO, San Francisco. 

Each program takes up the early 
history of a different section of the 
territory. The series is being spon- 
sored in cooperation with such civic 
organizations as Redwood Empire As- 
sociation, Shasta-Cascade Wonder- 
land Association, Mission Trails As- 
sociation, and various chambers of 
commerce. 


Lane Company Appoints 
Henri, Hurst & McDonald 


The Lane Company, Alta Vista, 
Va., manufacturer of cedar chests, 
is again placing its advertising 
through Henri, Hurst & McDonald, 
Inc., Chicago. 

Plans for fall advertising will be 
considered shortly. Use of radio, 
magazines and business papers is 
contemplated. 


Conrad Joins KDKA 


Francis Conrad, for three years 
with the commercial traffic depart- 
ment of NBC, has been named pro- 
gram director for KDKA, Pittsburgh, 
succeeding Frederick G. Rodgers, 
who has resigned to devote his en- 
tire time to Rodgers Chemical Com- 
pany. 


Seven Brothers Appoint 


Advertising of Seven Brothers, 
New York, who operate a moving, 
storage warehouse, packing and ship- 
ping business, has been placed with 
Harry R. Gelwicks Company, Long 
Island City. 


‘Skippy Bowls’ 
Given in Deal 


With Wheaties 


Minneapolis, Minn., April 21.— 
General Mills this week featured a 
special deal in which a beetleware 
“Skippy” bowl, designed to delight 
the youngsters, was offered with two 
packages of Wheaties at the special 
price of 25 cents. 

The bowls were provided free to 
dealers with the purchase of a case 
of Wheaties at the regular price. 

A campaign of major proportions, 
embracing the back cover of the 
Saturday Evening Post, the comic 
sections of 17 newspapers and black 
and white space in other dailies, 
heralded the drive. 

The Skippy bowl was decided 
upon, the company informed dealers, 
after tests in 11 cities against 12 
other attractive articles had shown 
that the bowl moved Wheaties two 
to five times faster than any other 
premium. 


Harris Names Agency 


E. H. Harris, head of Laundry In- 
dustry Company, Chicago, originator 
of laundry campaigns, has appointed 
Stack-Goble Advertising Agency, Chi- 
cago. 


DeCou in Oakland 


Charles DeCou, for seven years 
with Dake Advertising Agency, San 
Francisco, has joined Tomaschke 
Elliott, Inc., Oakland, Cal., agency. 
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4 
4 
2 ” 
: vvy —-_ Monday morning we reach for a certain advertising pub- 
P Standardization of Roto 
; Rates Needed, Says Dufty lication to see who else is begging for uniformity in Rotogravure 
2 To the Editor: The line of think- 
ing expressed in the editorial in a 
2 recent issue dealing with rotograv- . ° : . : : : 
2 en ee on tek Gi rates. While we don’t wish to terminate this discussion (the fact 
5 exists in my mind. 
2 We have often told publishers that : ° . ° 
: thin cetmmmerere sultan seen. Se is, we love it), we should like to say now that the worst is over. 
2 treated as we Par ‘ 
vertis¥ bi ‘ 
} why qn ong Basis ad Uniformity is here—in a big way. 
+ maxe | F 
4 cent 4 
e : T . . . . 
4 revenu i Peabody Says Roto, Co or. Offhand it may seem presumptuous to announce that uniformit 
. paper, if* ent Rates N 
; ‘tures fry" = ates, pols} “O° a Further Study 
4 tisin ‘ e Editor: It seem . 
: oe nag Bie thet Publishers, generally, ne has arrived when we can speak only for ten newspapers. But the ten 
4 erated, 5 B 
tion, if 
4 7 7’ ¢ 
a. -, Advert ° : 
7 the tact , i Wants aoe dized Rat newspapers are among the country’s biggest and best. They cover 
secured otogravure es 
worth meq | . D e-| To the Editor: The point brought nh 
4 cent more -|out in your recent editorial on the ten of America’s richest and most profitable markets, reach more 
5 ; a ago -| subject of rotogravure rates strikes a 
5 other City.. very responsive chord. 
6 —— © a| I really believe that rotogravure than 4,500,000 families. They do a giant job in the Metropolitan 
4 A few yi t,| advertising volume would increase 
5 bt yr h | considerably if rates were not so ex- 
4 unday ne i and if instead * . . : 
4 the main née PT aaah oh 6 Sk ets States of America, where 67% of all retail business is done. If 
$ ure section ¥g\;. not e|over black and white rates, based 
in the preference. , e|upon the actual cost of producing b ok _— - Pe 
of the does oe Ge m rotogravure sections. you buy every remaining Sunday Rotogravure section outside of 
‘ecords. advertiser’s i Pe yertise : heelys 
: che thet tl adv r Space Buyer, Fuller & Smith & : 
: gang set aa, aro not TDS | this mediumg’ Ross, Inc., Cleveland, 0. this 20 state market, you get only 18% of the total Rotogravure 
° J \ ° 
_| groups which od re true pete tc r ee aa, 
- i ” » an es F = . 
= = rates accordingly nt Stultable circulation of the country. 
al I am sure | gly. 
. section of a ne - Sruarr PEanopy 
culation getter, anager, Sales and -Distributi, " 
ties gy AR ee é. stribution We believe that Mr. Peabody, Mr. Staab, Mr. Duffy and others 
‘ rt of 7 : 
paper, part o 
21.—- charged off as ‘ wa 2m 
ured a) ¥| and the rate sh all conscious of the advantages of Rotogravure, are right in insist- 
leware | portionately. 
delight io “oe a 
th two e are not ti’ : : : 4 : 
tn twa] Qes| baste rate which ing on uniform and equitable rates. Metro-Gravure meets their 
io | charge for rotogra{™ gree 
t io| with you that the premium, or mark- . : : . P 
all .| up, for rotogravare should have some demands. One handling, no plates, one bill—a single, gigantic force 
ice. n| degree of uniformity. 
rtions, 8: B. C. Durry, q ‘ A “ 
ot ton 8 Batten, Barton, Durstine & in the sale of volume merchandise to metropolitan America. 
comic e Osborn, Inc., New York. 
| black 
dailies, 
lecided ° 
lealers, 
nst 12 
shown 
es two 
- other 
cy 
dry In- 
ginator 
pointed 
sy, Chi 


Boston GLOBE ¢ St.Louis GLOBE-DEMOCRBAT ° Philadelphia INQUIRER. 
Detroit NEWS ¢NewYork NEWS Cleveland PLAIN DEALER. © Pittsburgh PRESS 
1 Tribune Tower, Chicago Washington STAR® Baltimore SUN ¢ Chicago TRIBUNE ¢ Buffalo TIMES 


qo SUNDAY NEWSPAPER 
aschke- 
ency. 220 East 42nd Street, New York City 


te 
— pales 
ane 
oe _ 
ene 
abies 
ina 
=a cee 
Paes 
‘aes 
Biel sie) 
Ff, mde 
ce. ok 
ae 
6 giviceg 
pe cee 
a: 
betes, 
i agit aaa 
fe 
oo 
N Sa 
cl ae 
a 
Coa 
is ea 
ee es 
aa 
a! 
ae ‘Saeea 
ae pe ge 
bs ay 
ie 
eS 
“al oo el 
ee 
Bip 
ees 
eg me 7 
be 
ee 
io ey 
ee 
ee 
5B) ee 
sae 
- 
o 
ae 
Pete 
ee 
Broa ai, 
Bess oe 
2 Sees 
Po 
Eee 
ae = 
ace 
i a F ae 
~~ 
oth ee 
Pig pee 
ps ae 
Breen i 
pubes a oe 
peas) 
te 
aa 
gas zi 
I Oia 
OS 
eis 
ms 
«ge 
Sethe iN Ne Anat 7 beh 02 Dein Te As YB Aw en Coeauiene ei TSG Be ie 8 ae GS 6 se a ce A een ase Se) oh ie a ey ca Tic Ao, 5 a Se NOR ar RCM Wei ec RE SCN asl By Seat tr gr De er, lt ee eae FEL cea oIk D yy taney ead aOR ot og ar an 
es, PRE = yan ee gto >! - IT arts ok Meelss Oa Gee agai ret meg ao Lae So geen meee Tas Ce apt) ts re ee RR UREA IS Sea. oe rea Se PE AE tee oN MN ars Reel Oh ky Ce cy ea c ah aren TUT esr Fe eee eh te RAY LORS” NP eee Ne i Dele 
Pages aie oe es oe . Ee ee ie neem epee or, Pir cane eS heagey tae Gel ea gees os hla eu Se eet de eee eS Be ae ie hed 28 Sik vil ea een ae SO Vege er ay eae ie ie eee es 
eS ie ee a uaetuae ss Sk a Re tt tae sea, BeOS. oO. Wain i eda ee st Se eee ee Na, ate oe ae ae ee manele ee Mn: EI SIE PC ae Ao Nice Mn A ON a ai nen aan i 
ge ive ca aes a RE re, a Pe SRC Ve Oc OEY a ; 3 : Sei ey epee fe Serres he PUM pies: eae we ete, oe eee isi ie le ed BP Set = apa oT pepe Pele a, eS BeOS wes ee me 
a agg Pagan ng Cea po eee ee ee Foe peti ae unig abate bc Reh yn ale ; eae) aR Pryen es Rea s ee Sid Ws Cee Per etime yrh Sea si tcrfre 
RF oF ae i sr ae Ter Ey image, Sy eee ee Re TORS ce Re ee EER oe CRS Ce eran =i a ipins: Wecareees Bei : Maal Wr a = nes es cag alm 8 : : eats i ah Aerie aes as 
eee a. so a a Pe” Bolo aera ee ok mak 1 “4 Rn ges ee eta re ed eS ck Bp eet et ES Ry ahaa eae be eer es kh, Sete RE Sa Seyi et ae ee Pee ee aa ee Rar 5 a Ree cat ah 6 nee i es ea ee 
ren, ae hoe bey 2 F 7 fs aN ie Le tee ie ae ee ie rt ‘aed gaan baat ob feet hon a CMe TC cy ea ete cs hee ee, Ps ee irr Ohl Slee ed Se os OAS pS as pal cnt, Ell 5 sie at ah ert aden! ol Pe Wy PAE ra Bea Eiertea Wve er si A; Pet te 
CG nie eee ee aoa es her Nags Ee mo he ae er SNS avert. eae ee ee ei > Sree BE rT Se SES ng Dame ce SET vet eee pene er ardemee Ns 
Mahe RS Fg PO EN RBs Eo 9 We « By ge ek cS Sc, St ai a gil a as Ee an Se Eee hl) Raa A rd, ee ate TT, icin Ce i ERE Se ea ae ee ae py ees BE ed oe a ae 8 i Foe tae” aD ane hee oe NS, eee a ee eee 4 


10 


ADVERTISING AGE 


April 22, 1933 


CRITICISM OF 
A.B. C. CALLED 
UNWARRANTED 


New York, April 20.—Prentiss Bai- 
ley, publisher of the Utica Observer- 
Dispatch, who attacked the Audit 
Bureau of Circulations at a recent 
meeting of the New York State 
Newspaper Publishers Association, 
has found no support for his views 
in the Bureau membership, accord- 
ing to P. L. Thomson, president of 
the Bureau and director of public 
relations of the Western Electric 
Company. 

In his criticism Mr. Bailey said he 
had always felt the Bureau was all 
wrong in principle because the pub- 
lishers and not the buyers paid the 
major part of its operating expense. 
He held that, as the primary func- 
tion of the Bureau is to furnish cir- 
culation information to advertisers 
and agencies, they should bear the 
brunt of the cost. 

He also objected to the fact that, 
although the publisher members 
greatly outnumber the buyers, the 
latter control the organization 
through a majority on the board of 
directors, which has the power to 
throw out publisher members at 
will. He suggested that his associ- 
ation’ set up an audit bureau of its 
own, and was named chairman of a 
committee to investigate the pro- 
posal. 


Offers Cooperation 


“I am told by publishers who were 
in attendance at the meeting that no 
support was forthcoming for Mr. 
Bailey’s views, and that they expect 
little or nothing to come as a result 
of the agitation,” said Mr. Thomson. 

“As soon as I heard of Mr. Bai- 
ley’s criticism, I wrote him offering 
full cooperation of the Bureau in 


N. ecessary! 


Information needed by every power 
plant operator, every designer and 
manufacturer of power equipment. 
Information requested by scores of 
readers and nowhere else available. 
Information on more than 600 cur- 
rent research projects in the power 
field—in POWER’s second 


CURRENT 
RESEARCH 
NUMBER 


Published in May, to carry on and 
extend the fundamental work started 
in the original Research Number two 
years ago. Details of new and con- 
tinuing projects—where conducted, 
by whom, progress, results. Hun- 
dreds of engineering societies, uni- 
versities, manufacturers cooperated 
to make these reports possible. 


And in the same issue, at least a 
dozen practical articles on every-day 
angles of operation and maintenance 
—useful, applicable. More than 
22,000 power men are looking for- 
ward to this issue. POWER—A 
McGraw-Hill Publication—330 W. 
42nd St., New York. 


Forms close April 28 
Color, April 24 


POWER 
. for May 


DOUBLE PURPOSE 


United Packers, Inc., Chicago, have 
introduced this useful double-pur- 


supplying any facts which his com- 
mittee might wish, and Walter Dear, 
treasurer of the Jersey Journal and 
a director of the Bureau, likewise 
wrote in detail, answering specifi- 
cally all of the objections which had 
been cited and offering the coopera- 
tion of the newspaper members of 
the Board of directors in explaining 
any phase of the Bureau’s operations 
which were not clear. Certainly no 
one connected with the Bureau claims 
perfection for it, and criticism is al- 
ways invited. 

“In the meantime, numerous pub- 
lishers, advertisers and agencies 
have protested to Mr. Bailey and 
sent me copies of their letters to 
him. It is certainly gratifying to 
find so many of the staunch support- 
ers of the Bureau hastening to its 
defense. 

“Most of these letters have pointed 
out that since the Bureau’s very in- 
ception, it has always been recog- 
nized as one of the elements of its 
strength that, while publisher mem- 
bers necessarily outnumber the buy- 
ers, control of the organization is 
properly vested in the latter group. 
Otherwise. the publishers would sim- 
ply be providing the machinery for 
auditing themselves. 

“All of the Bureau’s rules, as a 
matter of fact, have been agreed 
upon jointly by the buyers and the 
publishers, and the buyers’ balance 
of control has never been exercised 
either to impose upon the publishing 
group a rule which was not accept- 
able to them or to take action with 
respect to any publisher member 
against the protest of the minority 
on the board. 


“In other words, authority be- 


comes dangerous only when it is: 


abused, and the strength of the Bu- 
reau as a cooperative undertaking 
lies in the fact that in its entire his- 
tory of more than 19 years, there 
has never been a division in the 
board of directors between the buy- 
ers and the sellers.” 

Mr. Thomson said Mr. Bailey’s 
reference to the Bureau as a “rat- 
ing organization” was misleading, as 
the expression connotes the dissemi- 
nation of opinions and judgments, 
whereas the Bureau is only con- 
cerned with recording proven facts. 


Van Sant, Dugdale 
Announce Changes 


Van Sant, Dugdale & Co., Balti- 
more, Md., formerly Van Sant, Dug- 
dale & Corner, have announced the 
election of J. P. Daiger and E. F. 
Riebetanz as vice-presidents of the 
agency. 

R. D. Wyly, for the past six years 
president of R. D. Wyly, Inc., Wash- 
ington, D. C., has joined the agency 
as account executive. Don Hurlbut, 
fcrmerly with Maxon, Inc., and Er- 
win, Wasey & Co., has been named 
art director. 


Has Biscuit Account 


Advertising of Manchester Biscuit 
Company, Fargo, N. D., has been 
placed with the Minneapolis office of 
Erwin, Wasey & Co. Newspapers 
and radio will be used. 


Hamilton Transferred 


H. M. Hamilton, formerly with 
Chrysler Sales Corporation, Detroit, 
has been transferred to the advertis- 
ing department of Plymouth Motor 
Corporation, Detroit. 


VARYING STATE 
RULINGS DELAY 
BREWERS’ COPY 


Many Campaigns Reported 
In Making 


Chicago, April 20.—There was an 
abrupt hiatus in beer advertising this 
week as breweries throughout the 
country found business enough for 
all without any special promotion 
effort. With plenty of beer, good and 
bad, on the market, there is ample 
evidence, however, that addicts are 
beginning to grow more particular 
about their brands. 

Several campaigns are reported in 
the making. Meanwhile, one expert 
advances the belief that the business 
is gradually shifting toward brewers 
who established their reputations in 
the old days and that those who are 
known primarily through their ac- 
tivity in the field of near beer have 
a definite selling job ahead of them. 

Reports from Milwaukee indicate 
that 80 per cent of the beer produced 
in that city thus far has been dis- 
tributed in bottles, a mere 20 per 
cent going into kegs. This means 
that there is comparatively little “ton 
the spot” drinking, most of the brew 
being for home consumption. 

Thirty breweries are operating in 
Milwaukee, with a dozen more ear- 
nestly striving to get production 
going. Over 4,000 federal permits 
have been dispensed to retailers and 
wholesalers. 


Cashes “Rain Checks” 


From Milwaukee, too, comes the 
story of an enterprising and optimis- 
tic trade paper, The Feed Bag, which 
has just redeemed rain checks issued 
last Christmas in lieu ef the seasonal 
gifts. Each holder of one of these 
checks is receiving a case of beer, 
“bottled especially for The Feed Bag, 
and the first beer bottled by the Blatz 
Brewing Company following amend- 
ment of the Volstead Act.” 

Light-hearted New Orleans is be- 
coming the Mecca for thirsty South- 
erners who cannot get 3.2 per cent 
beer in their home cities. Railroads 
report that between 6,000 and 10,000 
residents of Texas and Mississippi 
have found occasion to visit New 
Orleans during the last week. 

Individual Service Company, Eas- 
ton, Pa., one of the proud parents of 
the paper cup, has adapted its off- 
spring to the new situation, with the 
creation of Dixie Mugs, which con- 
sist of a “Bier-Dixie”’ in a holder. 
The Bier-Dixie bears a suspicious re- 
semblance to the standard paper cup, 
except that it is decorated with a 
drinking scene and the admonition, 
“trink nie zuvie!” 

Advertising to retailers says beer 
stays cold longer when served in the 
new mugs, made of a synthetic ma- 
terial called Dixilite. It also em- 
phasizes the elimination of dish- 
washing chores and absence of break- 
age as recommendations. 


Wanted: $100,000 


Citizens of Oklahoma will vote on 
beer July 11, provided in the mean- 
while someone contributes $100,000 


with which to finance the election. 


The dry governor expressed great in- 
difference as to whether or not this 
comes about. On the other hand, 
hotel men will, if necessary, provide 
the sinews of war. 

The situation in West Virginia has 
been complicated by Judge George 
W. McClintic, of Charlestown, who 
held the state law unconstitutional. 
Breweries have ceased distribution 
in that state pending clarification of 
the ruling. 

Newsdealers of Jersey City, N. J., 
have applied for and received per- 
mission to sell bottled beer. 

The Kansas attorney general has 
given a ruling permitting the adver- 
tising of beer in Kansas newspapers, 
provided it is made clear that the 
beer is for sale at points outside of 


Kansas and in states where the bev- 
erage is legal. 

This is in conflict with the Okla- 
homa attitude, which is that Okla- 
homa newspapers cannot carry beer 
advertising until the beverage is 
legalized in that state. A bill to per- 
mit such advertising was tabled by 
the upper house of the legislature. 

Beer becomes legal in Iowa April 
24. Anticipatory advertising in news- 
papers was cautiously worded, laud 
ing the product, but saying nothing 
of where it could be purchased. 


Food Advertisers Busy 


Food advertisers have provided 
most of the recent advertising in an 
effort to picture their products as the 
natural affinities of beer. Continen- 
tal Baking Company broke into verse 
to illustrate this point: 

“As the liver is to bacon 

As potato to the stew 
As the corned beef to the cabbage 

That’s how I go for you-ou-ou.” 

This advertisement was in behalf 
of Livingston’s Rye Bread, and it de- 
scribed beer as “the thing people 
have been missing when they ate rye 
bread.” 

Durkee Famous Foods, Inc., Berke- 
ley, Cal., has released a western 
newspaper campaign which also uses 
jingles to impress beer drinkers with 
the fact that Durkee’s Dressing is 
the ingredient which wrings the last 
drop of enjoyment out of a sandwich 
and a cold stein. 


‘Lives at Stake’ 
Stresses Peril 


Of Worn Tires 


Akron, O., April 20.—General Tire 
& Rubber Company is considering 
paying a commission to motorists for 
tips leading to sales. If adopted, the 
plan will be exploited via the new 
radio series, “Lives at Stake,” which 
made its NBC debut in Chicago this 
week. 

Under the proposed method, motor- 
ists would be asked to forward the 


numberof any car seen with badly |" 


worn tires. The prospect would be 
followed up by dealers and the driver 
whose vigilance was_ responsible 
would receive a check if a sale were 
made. 

Newspaper men and others were 
special guests at the Chicago pre- 
mier Tuesday night, which portrayed 
the heroism which won the Congres- 
sional Medal for Sergt. Alvin C. 
Yorke. 

While another World War hero, 
James Norman Hall, will be featured 
next week, it is by no means intended 
to confine the series to war celebri- 
ties. Any man who fought for any 
cause is eligible. 

The program will contribute to the 
thought that poor tires are partly 
responsible for the terrific toll being 
taken by automobile accidents. 


Agency Gets Two 

Advertising of Stolper Steel Pro- 
ducts Corporation, Milwaukee, maker 
of brewery specialties and _ sheet 
metal truck and auto parts, and of 
Cleaver-Brooks Company, Milwaukee, 
industrial boilers and other products, 
has been placed with Freeze-Vogel- 
Crawford, Inc., Milwaukee. 


Club Has Air Luncheon 


Advertising Club of Los Angeles 
celebrated National Air Races Day 
with a luncheon April 12, at which 
numerous celebrities of aviation, in- 
cluding Col. Art Goebel, Col. Roscoe 
Turner and Ruth Nichols, were pres- 
ent. 


Duff Has Agency 
P. Duff & Sons, Inc., Pittsburgh, 
manufacturer of cake and cookie 
mixtures, has placed its advertising 
with the Pittsburgh office of Batten, 
Barton, Durstine & Osborn. 


Hold Meat Courses 


Independent Grocers’ Alliance, 
Chicago, has announced a series of 
combined lectures and demonstra- 
tions for members on modern meat 
cutting and merchandising. 


Directs Bank Copy 


Frank J. Kihm has been appointed 
manager of advertising and publicity 
activities of Anglo California Na- 
tional Bank, San Francisco. 


— 


First Insurance 
Campaign Comes 
From Outsider 


Chicago, April 20.—The first effort 
made in this country to sell life in. 
surance as an institution, without re. 
gard to any specific company, has 
been launched by American Conserva. 
tion Company in a radio program 
which has already attracted wide at- 
tention. 

“The Romance of Elizur Wright,” 
as it is entitled, is presented weekly 
over the National Broadcasting Com. 
pany network. It will run for 38 
weeks. 

Needham, Louis & Brorby, Chicago 
agency in charge, have succeeded in 
injecting powerful punch and drama 
into what insurance men themselves 
have regarded as the driest subject 
in the world. 

The radio program relates the 
early abuses inherent in life insur. 
ance and the dogged struggle of 
Elizur Wright to correct them. 

Curiously enough, the sponsor of 
the program has only for its immedi- 
ate prospects the ranking officers of 
the comparatively few life insurance 
organizations of the country. Its 
work is re-writing policies when a 
company is reinsured by another. 

There are only eight or nine such 
concerns in the country. American 
Conservation Company is one of the 
oldest and most successful. It chose 
this method to stamp its name in- 
delibly on the field as the leader in 
its line. 

However, the radio series has made 
such a profound impression on insur- 
ance men that it now seems likely 
that the cost will be borne co-opera- 
tively. 


5 Advertisers 


Plan Trophies 
For Air Races 


Chicago, ‘April 20.—Five national 
advertisers, through their respec- 
tive agencies, are seeking to estab- 
lish permanent trophies for events 
on the program of the American Air 
Races, to be held annually in Chi- 
cago, it was announced this week at 
Sherman Hotel headquarters of the 
Chicago Air Race Corporation. The 
races, which will be held this year 
at Chicago Municipal airport, July 
1-4, are sponsored by the Chicago 
Tribune. 

Names of the potential trophy don- 
ors were not divulged pending com- 
pletion of negotiations by W. J. 
Greene and Myron T. Stauffer, who 
are in charge of that phase of the 
races. One of them is a nationally 
famous brewing company and an- 
other an equally well advertised rug 
concern, while a third is one of the 
major oil companies. 

Because of the nation-wide pub- 
licity being given the American Air 
Races, coupled with the fact that 
250,000 spectators are expected to 
attend the four-day event next July, 
the five agencies said their clients 
decided that trophy sponsorship 
would be an effective means of plac- 
ing their names before the nation. 
There will be 16 major trophies and — 
a score of lesser ones. 

The American Air Races are being 
conducted by the Chicago Air Race 
Corporation, which is composed of 
the same group of civic, aviation and 
business leaders which brought the 
1930 air races to Chicago. 

Officers are M. M. Corpening, 
president; John Hertz, vice-presi- 
dent; R. W. Schroeder, secretary, 
and Charles F. Glore, treasurer. 


Hayden Moves 


Agricultural Publishers’ Associa- 
tion, Chicago, has moved from 360 
N. Michigan Ave. to 5816 N. Artesian 
Ave. Victor F. Hayden is executive 
secretary. 


Buck Succeeds Anderson 


Glen Buck has been promoted to 
advertising manager of Nebraska 
Farmer, succeeding Harry Anderson, 
resigned. 
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1898. War with Spain. Pacific trade paralyzed by fear of the enemy fleet. Dewey races 
600 miles from Hong Kong to Manila...orders an immediate attack...and war in the 
Pacific is over. Dewey was a strategist. He thought independently and acted swiftly. 
And he knew that on land or sea, battles are won by those who choose a key objective 
...then mass their forces in concentrated attack. 
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The business leaders who will profit most substantially from today’s rapidly changing 
economic conditions are those who, like Dewey, think independently and act swiftly. 


: The advertising appropriations of many businesses are still reduced. But leaders in 
these businesses know that they can secure the greatest selling effect by concentrating 
their advertising forces on the key objective, the American family. 


@ The depression brought at least one 
compensation...a return to family life. 
This return has re-emphasized the 
power and effectiveness of a great ad- 
vertising medium ... The American 
Magazine. 

More than 1,800,000 families...fathers, 
mothers, sons and daughters get to- 
gether on The American Magazine. It 
is here that they find a common ground 
of interest—discussion of the new and 
constantly changing circumstances 


i enden 
*proved by scores of yo 
investigations: 


merican Ma 


“| SEE YOU'VE PUT THE 
AMERICAN MAGAZINE 
DOWN FOR EVEN MORE 
THAN LAST YEAR.” 


“YES, IN 1933 
WE MUST CONCENTRATE 
ON THE FAMILY 
GROUP.” 


under which they must live and work. 

And it is in The American Magazine 
that they find the news of those prod- 
ucts whose purchase is more than ever 
a matter of family decision. 

That is why advertisers of 1933, who 
must make fewer dollars go further 
than ever before, are putting The 
American Magazine first. 

It allows them to concentrate on their 
key objective...to do a consistent all- 
family job. 


gazine 
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Empty Carton 
From Listerine 


Good for Show 


Chicago, April 20.—Free admission 
to a vaudeville and motion picture 
performance in exchange for the 
empty carton which once embraced a 
tube of Listerine Tooth Paste is be- 
ing offered by the Majestic Theater 
until April 28. After that date the 
amusement seeker must pay the 
usual 10, 20 or 30 cents for the 
privilege of attending the Majestic 
show. 

The Majestic management claims 
credit for having sold the idea to 
Lambert Pharmacal Company. It 
adds that results have been so im- 
pressive that Listerine will be used 


as the open sesame to theaters in 
other cities. 

The theater gives the manufac- 
turer the wholesale rate, said to be 
considerably below the published ad- 
mission tariff. The bearer of the 
empty carton is entitled to any seat 
in the house, whether down in the 
luxurious pit or up where the gallery 
gods hold forth. 

In this instance, Listerine recipro- 


cated by using fifty lines on two 
columns to announce the offer. This 
advertising appeared only in the 


amusement sections of newspapers, 
being designed to be seen only by 
those actively in the market for 
entertainment. 


Newspapers Merge 
River Falls, Wis., Journal has 
taken over the Times, and is now 
being published as the Journal-Times. 


aiid Collier 


Promotes Contest 


The Chicago office of Barron G. 
Collier, Inc., is sponsoring a “street 
car card readers’ contest” in which 
prizes totalling $500 in merchandise 
are to be awarded for the best let- 
ters telling which street car card 
is best liked. 

The contest is confined to the Chi- 
cago area, was launched April 14 and 
ends May 10. It is patterned after 
a similar contest promoted in Los 
Angeles recently. Winning letters 
will not be published by the Collier 
organization, but will be turned over 
to advertisers who are interested. 


Has New York Office 


The Returnaform Mail Division of 
jaw-O’Hara Envelope Company, Chi- 
cago, has opened a New York office 
at 601 W. 26th St. Vic Sawdon is 
in charge. 


Wood Joins Miami 


Roger Wood, for the past nine 
years head of Roger Wood Indus- 
tries, Lafayette, Ind., and past gov- 
ernor of the sixth district, A. F. A., 
has been appointed sales promotion 
counselor of Miami Valley Coated 
Paper Company, Franklin, O. 


Klein Gets Paint Chain 


M. Buten & Sons, operating a chain 
of paint stores selling nationally ad- 
vertised products, have placed their 
advertising with Philip Klein, Inc., 
Philadelphia. Newspapers will be 
used. 


Starts Food Campaign 


Chinese American Food Products 
Company, Chicago, is launching a 
newspaper campaign featuring 
Shanghai brand meatless chop suey 
and other foods, through Homer Mc- 
Kee, Inc., Chicago. 


BACK 
To NORMAL «°° ° 


LTUESDAY, March 14, marked the end 
of the “Bank Holiday” and found 
every Louisville bank in full operation, 
conducting business on_a normal basis. 
Their clearings during the first week of 
operation indicate, to some degree, the 
business activities in this community. 


According to Dun & Bradstreet, Louts- 
ville ranked second in the nation 1n per- 
centage of improvement in bank clear- 
ings for the week ending Wednesday, 
March 22. The clearings for this week 
were 23.5% above those of the like week 


of last year. 


Louisville and its market, Kentuckiana, 
can be reached at a single low cost 
through a single medium-- 


THE COURIER-JOURNAL 
THE LOUISVILLE TIMES 


Major Market Newspapers, Inc. 


- 


:- Audit Bureau of Circulations 


REPRESENTED NATIONALLY BY THE BECKWITH SPECIAL AGENCY 


VIEW INFLATION 
AS BENEFICIAL 
TO ADVERTISING 


Chicago, April 20.—The inflation 
policy of the President of the United 
States crowded all other subjects 
out of the minds of national adver. 
tisers today as stock and commodity 
markets throughout the country 
boiled with the effort of buyers to 
get a free ride to the crest. 

Several advertisers expressed the 
opinion that the stock market, 
whose rise was based on the proba- 
bility of higher commodity prices, 
was right for once. 

“The President is pledged to raise 
the prices of farm products and toa 
lesser extent, other commodities,” 
said one. “There is every reason to 
believe he is out to redeem this 
pledge, and that he will be given the 
power to do so. 

“Hence we are likely again to see 
the old maxim proved true: ‘The 
public buys on a rising market and 
gets out of the market on a falling 
one.’ 

“In other words, money becomes 
less to be desired than the things 
it will buy. And one must buy 
quickly, if the money is to get the 
desired thing!” 


Raw Materials Rise 


materials is 
manufactur- 
as the first 


A rush to buy basic 
reported among some 
ers. This is regarded 
result of the inflation. Demand for 
these raw materials is expected to 
be so keen that any present pur- 
chases will yield a dividend in ap- 
preciation. This is in sharp contrast 
to conditions of the past few years, 
during which many manufacturers 
have made a profit on their sales, 
but have seen it more than wiped 
out by inventory losses. 

What result will the inflation ex- 
ercise on advertising? This, too, is 
largely surmise, but many agency 
men believe that advertising, so 
closely linked to business, must 
profit from the demand for mer- 
chandise. 

Said one: 

“We may see a repetition of the 
post-war boom, when fancy prices 
were asked and paid for merchan- 
dise somewhat lacking in merit. 

“Advertisers with brands to sup- 
port may have some difficulty in 
maintaining the quality. The infla- 
tion will thus provide an opportunity 
and a challenge at the same time. 

“Publications which have rendered 
service during the depression and 
have strengthened their positions 
should find themselves amply re- 
paid. Advertising space, too, is 
bought on the upward swing and if 
business booms as the cards seem 
to forecast, volume of advertising 
should more than make up for the 
losses of three years.” 


Anchor Introduces 
New Type of Tube 


Anchor Cap & Closure Corpora- 
tion, Long Island City, New York, 
has introduced a new type of tube, 
known as the Anchor Turret Tube. 

The feature of this tube is the cap, 
which cannot be removed, and which 
opens and shuts with a simple turn- 
ing motion. The new type tube has 
already been adopted by three com- 
panies, it is reported. 


Clean Up Cleveland 


Advertising men are taking an ac- 
tive part in the annual clean-up week 
in Cleveland, according to F. J. Won- 
ders, advertising manager, The Glid- 
den Company, who is in charge of 
publicity. In addition to newspaper 
publicity, an attractive 24-sheet pos- 
ter, the work of Jack Waszak, is be- 
ing displayed through the courtesy 
of Central Outdoor Advertising Com- 
pany. 


Harlan Gets Sedler 


Advertising of I. V. Sedler Com- 
pany, Cincinnati, manufacturer of 
women’s clothing, has been placed 
with Jesse R. Harlan Company, Cin- 
cinnati. 
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placed orders for $60,000 worth of | }ouis Benziger Founds Publishers Merge Unique Sample Case 
RE machinery for use in its exhibit, and Pasadena Agency The Brewing Industry, newly or-| Holliston Mills, Inc., Norwood, 


ADVERTISING IS 
CALLED CERTAIN 


(Continued from Page 1) 


listeners as offering better ultimate 
results than an out-and-out program 
of opposition to all federal regulation 
of advertising. 

Mr. Bristol’s discussion today cov- 
ered a wide range of subjects, includ- 
ing the proper policy for advertisers 
to pursue in the matter of appropria- 
tions. He said that “balancing the 
pudget” merely by trimming all ex- 
penditures regardless of results does 
not imply a very high order of ex- 
ecutive thinking. 

“Executives should bear in mind in 
planning reduction of the advertising 
budget that their relative competitive 
standing in the market is not jeopar- 
dized,” he insisted. “Reductions 
which are out of line with the ex- 
penditures of the entire field may 
lead to tragic results, but clever man- 
agement may develop an improved 
position competitively, while still per- 
mitting reduced expenditures. 

“Management today is concerned 
not so much with how the depression 
has affected sales, but with whether 
or not it has lost ground to competi- 
tion or has improved its position in 
the market with respect to the in- 
dustry as a whole. 

“We ourselves are in a business 
where profits can still be made. We 
believe that the business tide is turn- 
ing, and we want to be there with 
advertising representation when it 
actually turns. We don’t believe in 
keeping on advertising regardless of 
conditions or sales possibilities, but 
neither do we consider it good busi- 
ness to reduce advertising budgets 
without consideration of all the fac- 
tors involved.” 


Asks Smaller Circulations 


Mr. Bristol renewed his criticism 
of publication circulations which 
have not shrunk with all other busi- 
ness factors as a result of depression 
conditions. He insisted that it is 
bad economics for both publishers 
and advertisers to hold up circula- 
tions to pre-depression figures. He 
suggested, as an ideal picture rather 
than a practical possibility, the ad- 
vantages which would accrue to both 
interests if the publishers of the six 
leading women’s magazines could get 
together and agree on the acceptance 
of a certain degree of “evaporation” 
of their circulations. 

He paid a high tribute to the work 
of the A. B. C. in the circulation 
field, and added that few advertisers 
use all of the information which is 
made available to them in A. B. C. 
reports. 

In discussing the attitude of pub- 
lishers who urge advertisers to keep 
going in spite of conditions, Mr. Bris- 
tol paid his respects to the policy of 
those publishers who are most in- 
sistent on this idea, but who cancel 
their own programs of advertising 
when the going gets tough. 

“Let’s have more 1933 solicitations 
by publishers,” he suggested. ‘The 
whole case depends on cost and re- 
sults. We have got to stick to basic 
fundamentals, and use advertising 
only when it offers the most econom- 
ical and effective method of dissem- 
inating information to a lot of peo- 
ple.” 

He made a plea for harmonious 
and sensible discussions of advertis- 
ing problems, with sympathetic un- 
derstanding of the viewpoint of all 
interests affected, attacking with 
faith and courage the troubles with 
which advertising is confronted. 

“The fault, dear Brutus,” he 
quoted, “lies not in our stars, but in 
ourselves.” 


To Exhibit at World’s Fair 


Mr. Bristol, who spent the morning 
at the Century of Progress Exposi- 
tion, announced in his address the 
details of an exhibit of Bristol-Myers 
in which the complete process of 
manufacture of Ipana_ tooth-paste 
will be shown. The company has 


the 10-cent packages manufactured at 
the fair will be sold there as souve- 
nirs. He expressed full belief in the 
value and importance of the fair and 
in its contributions to business re- 
covery in 1933. 


G. Ray Schaffer, advertising man- 
ager of Marshall Field & Co., and 
vice-chairman of the Advertising 
Council, introduced Mr. Bristol. Oth- 
ers at the speakers’ table were 
George R. Cain, vice-president of 
Swift & Co.; Arthur H. Ogle, vice- 
president of Needham, Louis & 
Brorby, and former secretary of the 
A. N. A.; J. M. Krause, advertising 
manager of A. Stein & Co.; and W. 
A. Grove, advertising manager of 
Edison General Electric Appliance 


The Corben Corporation, a general 
advertising agency, has been founded 
at First Trust Bldg., Pasadena, Cal., 
with Louis G. Benziger, formerly 
head of an investment banking 
house, as president. Other officers 
include: 

A. Ronald Dutton, vice-president; 
Charles L. Corbett, secretary and 
treasurer; Jackson M. Leichter, man- 
ager; Vernon Jay Morse, art direc- 
tor; George Logan Price, radio and 
continuity editor, and Gaston L. 
Blum, account executive. 


Will Rogers on Air 


Will Rogers will go on the air for 
Gulf Refining Company over an NBC- 
WJZ eastern and southern network 


ganized publication, has moved to 
17 EB. 42nd St., New York, following 
consolidation of its publishing inter- 
ests with those of Quinn-Brown Pub- 
lishing Company, publisher of Wire 
and Wire Products. A. J. Fehren- 
bach remains with the publication as 
publisher and _ editor-in-chief, and 
H. R. McMahon continues as promo 
tion manager. 


Ward Radio Program 
Is Placed by Katz 


The New York office of the Joseph 
Katz Company is placing a new radio 
program for Ward Baking Company. 
Mitzi Green, youthful screen star, 
plays the lead in the new serial, 


Mass., maker of book cloths, has de- 
veloped an unusually attractive sam- 
ple case for buyers, which not only 
includes a complete set of sample 
books in a bakelite case, but also 
provides a calendar and shelves for 
memorandum paper. It is designed 
for desk use. 


Guide Lamp Appoints 
Guide Lamp Corporation, Ander- 
son, Ind., automobile lighting equip- 


ment, has named Campbell-Ewald 
Company, Detroit. 


Names Stack-Goble 


Cummer Products Company, Bed- 
ford, O., has placed advertising of 


Company. 


April 30, at 9 p. m. He will be sup- 
ported by an orchestra. 


“Happy Landings,” 
weekly. 


running semi- 


the Molle Company with stack-Goble 
Advertising Agency, Chicago. 


UPPOSE you asked three friends of 
yours to describe your wife. 


One might think of her as good com- 
pany—a gay, responsive person who is 
noticeably very much in love with you. 


Another might see her primarily as a 
wife and mother—a genius in the kitchen 
and a benevolent tyrant when Johnny 
comes home with a report loaded with 
C’s and D’s. 

A third might see only another side of 
her nature. To him she might be a smart- 
ly dressed woman, charming to look at, 
whose complexion is well worth the time 
she has spent on it at her dressing table. 


And you, knowing all three of these 
women as your wife, agree with all of 
these observations. For as far as her 
moods are concerned, your wife, like 
every woman, leads a triple life. And 
these moods fall under three main classi- 
fications: Romance, Her Home, Herself. 


Woman’s instinct for order has com- 
pelled her to keep these moods each in a 
separate mental compartment. Knowing 
this, McCall’s knows also that only a 


magazine of triple aspect could meet her 


needs. That is why, in a brilliant new 
make-up, McCall’s now arranges its con- 
tents according to these three main in- 
terests of a woman’s life. 

The new McCall’s is in reality three 
magazines in one. To meet woman’s need 
for recreation and romance, McCall’s has 
given her first a magazine of Fiction and 
News. Then comes a second four-color 
cover to mark the beginning of a maga- 
zine which meets her domestic moods 
and intensifies them—McCall’s Home- 
making. Then, to satisfy her interest in 
her personal appearance, comes McCall’s 
Style and Beauty behind its own four- 
color cover. All three, bound together as 
a unit, make up the new McCall’s. 

As for advertising, McCall’s now offers 
the opportunity of a similarly appro- 
priate arrangement, to the mutual ad- 
vantage of both readers and sponsors. 
As in the modern department store, like 
things may now be grouped with like. In 
the new McCall’s there need be no fear 
that advertisers will say the right thing 
to the right woman at the wrong time. 

Radical? Only in the sense that it has 
never been done before. But you may be 


‘THREE, AT LEAST FOR EVERY WOMAN LEADS A TRIPLE LIFE 


sure that we did not remake McCall’s 
this way before we knew from experience 
that only such a magazine of triple aspect 
could bring the greatest help to the 
triple lives that modern women lead. 
And after-the first new issue went on 
sale, an unprecedented increase in letters 
from the women on McCall Street told 
us how right we were. McCall’s Maga- 
zine, 230 Park Avenue, New York City. 
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ADVERTISING AGE 


April 22, 1933 


Chevrolet Adds Model 


Chevrolet Motor Company  an- 
nounced, via national newspaper ad- 
vertising this week, the widening of 
its line to include the “Master Six 
Town Sedan,” listing at $545 f. o. b. 


AN ew PREMIUM... 


Your Product 

Shewn in Illu- 

minated Poster 
ffect. 


Y 


Children will coax, beg and plead for 
Tax, product if you offer Sidewalk 
vighthouses as premiums. And each 
Lighthouse drawn aane the sidewalk 
becomes an illuminated billbcard ad- 
vertising your product in natural col- 
ors to every parent and passerby in 
the neighborhoods of your best dealers. 
Send for a sample. . . test it on the 
pounsetere in your neighborhood. 
riced like ordinary premiums... 
the extra advertising value is price- 
less. You'd better hurry... the sea- 
son's near! 


Sidewalk 


LIGHTHOUSE 


(Patent Applied For) 


CARNES-DAWSON CO. 
956 Blackford Ave., Evansville, Ind. 


Have Faith In What You Buy 


The time has come, the buyer said, 
to purchase sound values. This ap- 
plies to circulation, too. 

Have You Read 


How To Read an A. B. C. 
Send for Copy 
Give up the bootleg values of forced cir- 
culation, premiums, three year subscrip- 
tions and the like. Know that without 
pressure, your readers have paid this year 
to see what ideas you have for them. 


ARCHITECTURE 


The Leading Professional Journal 
Published by Charles Scribners Sons 
597 Firra Avenue, New York City 


A Complete 
Production Service 
TYPOGRAPHY 
ELECTROTYPES 
MATRICES 
STEREOTYPES 
PRINTING 


Western 
Newspaper Union 


NEW YORK - 310 East 45th St. 
CHICAGO + 210 So. Desplaine St. 
and 34 other cities 


We LARGEST 
PHOIO-ENGRAVING 
ORGANIZATION 


es a 


IN BLACK OR COLORS 


ENGRAVING COMPANY 


617 W.WASHINGTON BOULEVARD 


prone MONROE F080 


RADIO SALES OFF 
AGAIN IN MARCH 


New York, April 20.—Radio time 
sold by chains in March, 1933, de- 
clined under the same month of the 
preceding year for the ninth con- 
secutive month, although the March 
volume was greater than that of 
February, 1932, National Advertising 
Records reports. 

Total March sales for both net- 
works were $3,004,121, of which Na- 
tional Broadcasting Company ac- 
counted for $1,997,463, and Columbia 
Broadcasting System for $1,006,658. 
This compares with a total of $4,300,- 
833 in March, 1932, and $2,633,362 
in February, 1933. 

Of the 23 product classifications 
shown, five showed an increase over 
March of last year. These were 
house furniture and furnishings, up 
from $61,962 to $77,401; lubricants 
and petroleum products, up from 
$153,432 to $294,247; office equip- 
ment, $7,285 this year compared with 
nothing last year; radios, phono- 
graphs and musical instruments, up 
from $30,959 to $57,275; and travel 
and hotels, up from $2,446 to $2,914. 


Pepsodent Holds Lead 


Pepsodent Company continued the 
leading buyer of chain time during 
the month, spending $160,977; next 
was Standard Brands, including 
Chase & Sanborn coffee, Fleisch- 
mann’s yeast, and Royal gelatin, 
with $154,975. Liggett & Myers To- 
bacco Company was in third place 
with $123,298, and the American To- 
bacco Company occupies fourth place 
with $112,349. 

Others spending more than $50,000 
for time during the month were 
Maxwell House coffee, $53,400; Philco 
Radio & Television Corporation, $55,- 
780; Wander Company, $51,360, and 
Wm. Wrigley, Jr. Company, $91,286. 

Beech-Nut Packing Company con- 
tinued to lead in the spot broadcast- 
ing field, spending $22,726 during the 
month, followed by General Mills, 
with an expenditure of $14,706, and 
Iodent Chemical Company, spend- 
ing $11,291. The spot broadcasting 
figures are based on returns from 48 
stations. 


“Farm Journal” to 
Concentrate in East 


The Farm Journal, Philadelphia, 
has announced a reduction in adver- 
tising rates of $2 per line, effective 
with the July, 1933, issue, and a new 
policy of concentrating circulation in 
the northeast quarter of the United 
States. 

The new rate is $5.50 per line flat, 
and is based on a net paid circula- 
tion guarantee of 1,100,000, but a 
circulation far in excess of that figure 
will be carried for the remainder of 
1933, according to P. E. Ward, presi- 
dent. 

Under its new policy, all circula- 
tion activity will be confined to the 
northeast quarter of the country. 


Pays Five Per Cent 


E. W. Passmore, liquidator for 
Dyer-Enzinger Company, Milwaukee, 
has informed creditors that the net 
amount available from the assets of 
this organization enables a payment 
of five per cent, and has sent out 
checks covering this amount. 


“Southerner” Moves 


The Southerner, society magazine 
of Atlanta, Ga., has moved its offices 
from the Glenn Bldg. to the Pub- 
lishers Bldg., 29 Pryor St. Harlan 
Troth has been named circulation 
manager of.the publication, succeed- 
ing E. P. Martin. 


O’Leary Makes Change 


Thomas F. O’Leary, formerly on 
the sales staff of WXYZ, Detroit, has 
been named sales manager of WOOD- 
WASH, Grand Rapids, of the Michi- 
gan Radio Network operated by 
Kunsky-Trendle Broadcasting Cor- 
poration, Detroit. 


Engraver Expands 


Taylor-Yonkers Company, Du- 
buque, Ia., engraver, has developed 
an agency service in charge of W. 
H. Phillips, vice-president, formerly 
with Truscon Steel Company, 


Youngstown, O. 


N. Y. Paper Is 
Held Superior 


In Typography 


Philadelphia, Pa., April 18.—The 
New York Times was awarded the 
Francis Wayland Ayer Cup for typo- 
graphical superiority in N. W. Ayer 
& Son’s third exhibition of news- 
paper typography last week. The 
New York Herald Tribune won sec- 
ond honorable mention and_ the 
Cleveland Press, third honorable 
mention. 

There were 141 entries in this class, 
devoted to newspapers of 50,000 and 
more circulation. Other winners: 

Newspapers of 10,000 to 50,000 cir- 
culation (357 entries): First honor- 
able mention, Rockford, Ill., Regis- 
ter-Republic; second, St. Petersburg, 
Fla., Times; third, Hartford, Conn., 
Courant. 

Newspapers up to 10,000 circula- 
tion (888 entries): first, Chambers- 
burg, Pa., Public Opinion; second, 
Adrian, Mich., Daily Telegram; third, 
Peoria, Ill., Transcript. 

The awards were based on typog- 
raphy, including selection of type, 
display values and spacing; make-up, 
including distribution of display 
units, balance, accessibility of news 
and advertisements, and handling of 
run-overs; and presswork, including 
impression, uniformity of distribu- 
tion, legibility and ink-work. 


Air Carriers’ 
Sales Methods 
Investigated 


St. Louis, Mo., April 20.—Maj. 
James H. Doolittle, head of the avia- 
tion department of Shell Petroleum 
Corporation, is making a world tour 
for the purpose of studying the sales 
and advertising methods of air trans- 
portation companies. 

He is now in China, and will re- 
turn in about four months. He is 
flying most of the way. 

The business promotion methods 
employed in the aviation field have 
never been studied intensively be- 
fore, and as many foreign air trans- 
port companies are considered to 
have been more successful in making 
the public air-minded than those in 
America, the information which Maj. 
Doolittle obtains will be of great im- 
portance, it is believed. 

A conference for the purpose of 
discussing this subject will be held 
under Shell auspices when Maj. Doo- 
little returns. 


Baker Ice Launches 
Trade Campaign 


Baker Ice Machine Company, 
Omaha, Neb., has launched a cam- 
paign to the trade on its ice ma- 
chines and air conditioning units, us- 
ing space in Electric Refrigeration 
News; Meat Merchandising; Modern 
Brewery; Heating, Piping and Air 
Conditioning; Refrigerating Engi- 
neering, and Ice and Refrigeration. 

Beaumont-Hohman Agency, Omaha, 
is in charge. 


Oppose News on Radio 


Results of a mail vote of Asso- 
ciated Press members reported by 
Frank B. Noyes, Washington Star, 
and president of the news gathering 
organization, indicate that a major- 
ity of the membership is opposed to 
the broadcasting of news. The sub- 
ject is expected to be one of the most 
important to be discussed at the an- 
nual A. P. meeting in New York 
next week. 


Phelps Is Honored 


George Harrison Phelps, advertis- 
ing man of Miami, Fla., and Detroit, 
Mich., has been appointed an officer 
of the Legion of Honor in recogni- 
tion of his work as president of the 
American committee of the Interna- 
tional Colonial Exposition in Paris 
last year. 


Advertise Fibre Board 


Advertising of Hummel & Down- 
ing Company, maker of fibre board 
cartons and boxes, has been placed 
with the Milwaukee office of Need- 
ham, Louis and Brorby, Inc. 


COMMITTEE TO 
GET REPORT ON 


AGENCY STUDY 


(Continued from Page 1) 


vertisers, who spoke today before the 
Chicago Advertising Council, re- 
ferred in specific terms to the Young 
report on agency compensation which 
has just been completed and is to be 
submitted to the committee in charge 
in New York next Wednesday. 

He expressed the hope that there 
would be provided an “orderly re- 
vamping” of present methods, as an 
alternative to chaotic conditions 
which might be expected to result 
otherwise. 

“I am fully conscious,” he said, “of 
the restive condition of the larger 
advertisers, and I predict that if the 
report does not offer a constructive 
program covering the situation, there 
will be an open field day for ‘chisel- 
ing’ between advertisers and agencies 
for the next few years. This is not 
a threat.” 

Mr. Bristol paid a high tribute to 
Mr. Young, who was at the speakers’ 
table, for the work which he has 
done for the committee, and said that 
in spite of the fact that the univer- 
sity man has been pulled in three 
directions by the advertisers, agen- 
cies and publishers, he is confident 
the report will represent a valuable 
and constructive contribution. 


Wants Profits Left 


He emphasized the fact that ad- 
vertisers are not interested in taking 
the profit out of the agency business. 

“I don’t want to do business with 
those who don’t make a profit,” he 
remarked, “because they can’t give 
the best service. Profitable results 
to advertisers should be the chief ob- 
jective of agencies, and because he 
profits most who serves best, such a 
situation demands proper compensa- 
tion of agencies which render worth 
while service. 

“It has been obvious, however, that 
in handling the larger accounts, rep- 
resenting annual expenditures of 
from $1,000,000 to $10,000,000, the 
agencies have been building up super 
service, duplicating in many cases 
the functions of the manufacturer. 
We want to pay for what we get, 
rather than contribute to a fund out 
of which the unprofitable accounts 
can be taken care of.” 


Holmes Is Elected 
by Industrial Group 


George R. Holmes, assistant ad- 
vertising manager, SKF Industries, 
Inc., has been elected president of 
the Technical Publicity Association, 
New York. Other officers: 

Samuel L. Meulendyke, Marschalk 
& Pratt, Inc., first vice-president; 
Charles S. Trott, Parker-Kalon Cor- 
poration, second vice-president; Rob- 
ert L. Ware, Western Electric Com- 
pany, secretary. 

New directors are Leon H. A. 
Weaver, Superheater Company; J. 
R. Schmertz, Mathieson Aikali 
Works, Inc.; H. J. Payne, Associated 
Business Papers, Inc.; Thomas A. 
Tredwell, F. W. Dodge Corporation. 


Introduces Consumers 
to Branded Leather 


A. C. Lawrence Leather Company, 
Peabody, Mass., has opened the A. C. 
Lawrence Fashion Bureau at 1 Park 
Ave., New York, to promote Chev- 
rita, its new trade-marked leather 
for garment manufacture. 

A point of purchase campaign has 
been begun under the direction of 
Kate Arlene Goldstein, a former 
president of the Omaha Women’s Ad- 
vertising Club. 


Heads Agency Radio 


Dick Morenus, former agency and 
radio station head, has been named 
head of the radio department of 
Guenther-Bradford & Co., Chicago. 


Margarine Taxed 
A state tax of 10 cents a pound on 
oleomargarine has been levied in 
Minnesota. It is effective July 1, 
1933. 


noms, 
—_—————=, 


Three New Yorkers 
Win Scholarships 


Alice E. Welty, Sheldon, Morse 
Hutchins & Easton, is the winner of 
the first scholarship award, three of 
which are given annually to the 
most promising members of the ad. 
vertising class sponsored by the Ad. 
vertising Women of New York, Ine, 

The other two recipients of schol. 
arships are Anne L. New, J. Walter 
Thompson Company, and Elda Mon. 
taldo, Peck Advertising Agency. Mar. 
garet Henderson, Industrial Press, 
received honorable mention. 


Accounts of Pittsburgh 


Brewers Are Placed 


Four Pittsburgh Brewers have 
placed their advertising accounts in 
the hands of local agencies. Pitts. 
burgh Brewing Company has named 
A. P. Hill Company; Independent 
Brewing Company has placed its ac. 
count with Walker & Downing, Inc.; 
and Fort Pitt Brewing Company and 


Du Bois Brewing Company, Du 
Bois, Pa., have named W. S. Hill 
Company. 

Gregory to Agency 


Willard G. Gregory, formerly ad- 
vertising manager of the Pennzoil 
Company, has joined the Los Angeles 
office of Bowman, Deute, Cummings, 
Inc., as an account executive. 


Atlas Seeks Orders 


Atlas Brewing Company, Chicago, 
is seeking orders from firms from 
which it purchases. Checks in pay- 
ment of goods and services are now 
accompanied by a folder urging re- 
ciprocal purchases. 


Paper Changes Name 


Western Malt Dealer has announced 
a change in its name to Beverage 
Merchandising. 


Take a leaf out of 
the book of drug 
advertising. It 
makes good—for 
one thing, be- 
cause it makes 
good use of the 
dealer's window. 


e 
EINSON-FREEMAN CO., INC. 


LITHOGRAPHERS 


Specnlizing 


mw window end 


store display 
adverpising 


STAR & BORDEN AVES. LONG ISLAND.CITY NEW YORK 


Color Ben Day Process 
Printing on Newsprint; 


Your Plates or Ours 
Shopping News— Cleveland, O. 


Ne: are At Pe 
I'VE FOUND 
THE BEST 
OTEL VALUE 

IN NEW YORK 

CITY 


teks * 


Just think ...a mod- 
ern, new hotel, in the 
heart of New York— 
200 feet from Broad- 
way on 45th Street. 
A roomand bath for one, 
$2.50; for two, $3.50. 


It's the 


a\ PICCADILLY 


45th STREET end BROADWAY @ NEW YORK 
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HOLIDAY CAUSES 
LINEAGE SLUMP 


New York, April 20.—Despite the 
pank moratorium, which brought ad- 
vertising lineage in many metro- 
politan papers down to the lowest 
point in 30 or more years, local line- 
age in newspapers in 30, cities was 
relatively almost as good in March 
as in February, according to the 
tabulation of New York Evening 
Post. 

The 114 papers in 30 important 
cities, for which figures are given, 
published 70.8 per cent as much 
local lineage in March, 1933, as in 
March, 1932, compared with 172.4 
per cent in February as against the 
corresponding month of last year. 

National lineage in March was off 
6,960,018 lines from the previous 
year, the figures being 11,434,812 and 
18,394,830. 

In local lineage Richmond, Va., 
most nearly approached its 1932 
figure, carrying 86.8 per cent of its 
last year’s total. Second was St. 
Paul, Minn., with 85.1 per cent, and 
Washington, D. C., was third with 
84.3 per cent. Closely following were 
Omaha, Neb., 84 per cent, and Phila- 
delphia, 83.4 per cent. 

Of the 114 papers listed, 106 
showed a loss in total lineage for the 
month, as compared with the same 
month of the previous year, while 
only three showed a gain. 

These were Philadelphia Record, 
New York Evening Post, and Balti- 
more Post. 


Prune Juice to Be 
Marketed Nationally 


Prune-Jus, a new fruit drink de 
signed to be used as a breakfast bev- 
erage, has been introduced by Cali- 
fornia Fruit Juice Company, Ltd., 
San Francisco. The company also 
makes Lime Mix, Lemon Mix and 
Orange Mix. 

National distribution for all four 
products is planned. Young’s Adver- 
tising Agency, San Francisco, is in 
charge of direct mail advertising for 
the beverages. 


International Picks 
Brett for Coast Job 


Ralph Brett has been appointed 
West Coast representative of Cosmo- 
politan and Harper’s Bazaar, pub- 
lished by the International Magazine 
Company, New York. 

Mr. Brett has been a member of 
the staff of Blanchard, Nichols & 
Coleman in the coast territory for 
the past 10 years. Prior to that he 
was with Conde Nast Publications in 
New York and the Butterick Com- 
pany in Chicago. 


New York Proposes 


Tax on Chain Stores 


Chain stores operating in New 
York will be required to pay annual 
license fees ranging from $25 to $250 
under a proposed city ordinance. 
The fees suggested start at $25 for 
two to five stores and increase to as 
much as $250 per unit in excess of 
25 stores. 


Yosemite Copy Breaks 


Yosemite Park & Curry Company, 
resort organization, has launched a 
campaign in large space in western 
hewspapers to advertise its vaca- 
tional advantages, in which prices are 
featured. McCann-Erickson, San 
Francisco, is in charge. 


Driver Gets Two 


Driver & Co., Omaha, Neb., will 
use trade papers and direct mail for 
Scott-Valentine, national distributors 
of Magic Weather air conditioners, 
and will use newspapers in the mid- 
dle west for Marshall Nurseries. 


Miriam Dawson Appoints 


Advertising of Miriam Dawson, 
Larchmont, N. Y., facial creams, has 
been placed with W. I. Tracy, Inc., 
New York. Newspapers will be 
used. 


Has Burrowes Account 


Badger & Browning, Inc., Boston, 
has been appointed to handle adver- 
tising of Burrowes Corporation, 
Portland, Me., maker of rustless 
Screens, pool tables and card tables. 


MARCH NEWSPAPER LINEAGE IN 30 CITIES 


Classified 


City National Local Classified Totals 
1933 1,525,521 4,659,327 1,187,498 7,928,581 
ie WE os os ia wacies 1932 2,222,261 6,086,502 1,582,253 10,828,412 
Diff —696,740 —1,427,175 —394,755 —2,899,831 — 
1933 610,353 1,783,014 $60,568 3,429,811 
TOMO,” 5s x ecucesscue 1932 1,012,487 2,844,274 678,183 4,937,811 Vv A rt | S } n 
Diff —402,134 —1,061,260  +182,385 —1,508,000 
1933 653,718 2,444,759 815,178 4,058,852 
Philadelphia ......cccce 1932 871,311 2,932,425 939,074 5,051,878 The rate for this department is 40 
Diff ___—217,593 _ —487,666__ —123,896 __ 993,026 | cents a line (not agate line); mini- 
1933 359,226 996,774 299,542 1,714,002 | mum, $2 
NE eee re 1932 788,802 1,844,850 530,922 3,253,124 
Diff —429,576 —848,076 —231,380 —1,539,122 
1933 367,496 887,807 244,453 1,499,756 FOR RENT 
ree 1932 703,775 1,534,078 437,623 2,675,476 ae e 3 
Diff —336,279  —646,271 —193.170 —1,175,720 PP gerade yi a weet = 
1933 396,805 1,227,610 462,290 2,086,705 pace &P 8 
ge peer 1932 639,315 1,820,965 444,800 2,905,080 | Very reasonable rate. Location un- 
Diff —242,510 —593,355 +17,490 —818,375 |surpassed. References required. Box 
1933 650,319 1,375,234 431,873 2,597,657 | 296, ADVERTISING AGE, Chicago. 
DN 6 oi cetesswaee 1932 916,396 2,187,040 586,199 3,941,563 
Diff —266,077 —811,806 —154,326 —1,343,906 
1933 485,307 1,415,223 448,199 2,348,729 POSITIONS WANTED 
ee cect Dit iris T300Ght HERES BELG] YOUNG WOMAN, 27, ‘with seve 
: : ae vaeaeaeal years’ experience as secretary in 
1933 512,666 1,370,852 641,242 2,524,760 |" d i blishers’ 
Los Angeles ........... 1932 864,192 2,195,032 1,016,092 4,075,316 | 2€WSpaper and magazine publishers 
Diff —351,526 —824,180 —374,850 —1,550,556| representative office—-two years in 
1933 311,092 868,096 250,590 1,518,966 | agency and two years in publication 
revere Tree e 1932 474,613 1,305,261 316,729 2,260,517 | office, desires position. Has ability 
Dif _—iehgnt_ "nies _—ab2_—T41.851/(0 congtructprowpect st plan fol 
San Francisco ......... 1932 976,390 1,428,416 748,141  3,152,947|!0W-up work and write sales letters. 
Diff —500,339 —406,751 —241,319 —1,148,409| Would greatly appreciate interview 
1933 373,315 811,676 204,223 1,389,214|and opportunity to display ability. 
MORWAUNSS. oe ccesccvesa 1932 544,618 1,135,208 317,884 1,997,710 | Box 317, ADVERTISING AGE, Chicago. 
Diff —171,303 —323,532 —113,661 —608,496 
1933 498,900 1,951,208 675,439  3,126,542| ADVERTISING EXECUTIVE, aged 
Washin@ton. ...0c0sve0s 1932 758,187 2,314,077 737,591 3,809,855 |27, university graduate, advertising 
Diff —259,287 —362,874 —62,152 — —684,313|} manager national corporations, 
Cincnnat ogee attest Gueaeg  faanald[egmer production ‘manager, cupy 
ae engl Melanie hla Diff —190,708  —361,326 —340'383 een aes writer, and contact man, seeks op- 
portunity where ability will find 
1933 331,848 1,049,221 491,968 1,873,037 
New Orleans .......... 1932 522,464 1,682,101 621,231 2,825,796 | maximum utilization. Box 318, AD- 
Diff —190,616 —632,880 —129,263 —952,759 | VERTISING AGE, Chicago. 
1933 327,873 1,067,855 281,258 1,690,180 
Minneapolis ........... 1932 493,207 1,375,503 352,049  2.257,039| Business Paper Editor and Circu- 
Dift —165,334 —307,648 —70,791 —566,859 | lation Manager wants opportunity to 
1933 291,701 665,580 372,408 1,412,337 | show the service he can render your 
ss) MPEP TTT eaTerTe ee 1932 448,025 1,009,331 497,148 2,140,355 paper. Can plan and write as well 
Diff _—156,324 _ —343,751__ —124,740__ —728,018| 5. sei], Box 319, ADVERTISING AGE, 
1933 302,664 968,739 330,081 1,601,484 | Ghicaco 
Indianapolis ........... 1932 471,462 1,307,421 422,943 2,201,826 g0. 
Diff —168,798 —338,682 —92,862 —600,342 
1933 153,391 586,753 216,132 1,046,227 BUSINESS OPPORTUNITY 
ee Ore! 1932 256,616 823,771 303,847 1,555,649 
Diff —103,225 —237,018 —87,715 —509,422} TRADE PUBLICATION (Est. 
1933 285,014 1,047,639 246,852 1,579,505 | 1920). Needs $5,000 for expansion. 
PROVIGGRSO 6o2-cicceievs 1932 401,711 1,414,634 329,780 2,146,125 Pr fer artner who can sell adver- 
Diff —116,697  —366,995 —82,928 —566,620 - PD 
1933 224,241 928,007 237,925 1,390,173 tising and travel part time. Silent 
Columbus ............. 1932 443,326 1,410,973 346,168 2,200,467 | Partner considered. No competition. 
Diff —219,085 —482,966 —108,243 —810,294| Box 320, ApvEeRTISING AGE, Chicago. 
1933 278,640 $94,084 214,914 1,387,839 
BeUMGING oosccsscnceaa 1932 452,138 1,675,482 282,770 2,411,966 
Diff _—173,498  —781,398 _ —67,856_ —1,024,127| Halliday and Mason 
1933 294,894 1,113,087 235,171 1,643,152 . 
eS scxaseavesavel 1932 485,072 1,307,320 272,860 2,065,252 Form Detroit Agency 
Diff —190,178 — —194,233 —37,689 — —422,100| John S. Halliday, formerly head of 
1933 206,893 486,274 286,738 979,905 | his own agency, and Charles A. Ma- 
ERIE 5635.55 sericea 1932 373,952 834,727 466,631 1,675,310] son, formerly sales promotion man- 
Diff _—167,059 _ —348,453 —179,893 —695,405 | aoe, of Walker & on hee. fevtent 
1933 150,537 774,729 195,062 1,194,260 | Halliday-Mason Advertising Agency, 
Re greece 1932 237,097 921,694 253,816 1,478,582 | 994 ate Siasinet Bide. Detsent 
Diff —86,560 —146,965 —58,754 —284,322 ” : 
Accounts handled include Copeland 
1933 211,638 670,348 97,930 979,916 | products, Inc. Mt. Clemens. Mich.: 
Birmingham ........+.. 1932 376,992 1,059,086 155,652 1,591,730 | siichican Stove Company, Realty 
A eM Gevakinenenh cl anit rend 
1933 184,506 715,683 207,894 1,196,000 , 4 
eee 1932 249,166 824,172 279,175 1,488,785 | lier Ginger Ale Company, all of De- 
Diff —64,660  —108,489 —71,281 —292,7865 | troit. 
1933 209,468 982,590 197,498 1,389,556 es ’ 
PAO 45+ canescesaden 1932 353,990 1,440,334 303,016 2,097,340 
Diff —144,522 —457,744 —105,518 —707,784 Van Auken Elected Mayor 
1933 231,266 913,430 318,556 1,463,252 Claude L. Van Auken, president of 
ee eee 1932 390,474 1,178,394 455,700 2,024,568 | Kenfield-Davis Publishing Company, 
Diff —159,208 —264,964 —137,144 —561,316 | Chicago, publisher of Electric Trac- 
1933 240,019 468,637 165,774 874,430 | tion, Motor Freight and other trade 
Des Moines ........... 1932 389,494 635,135 209,545 1,234,174 | publications, was elected mayor of 
Diff —149,475 —166,498 —43,771_ _ —359,744| Elmhurst, Ill., a suburb of Chicago, 
1933 =: 11,434,812 ty ert Hager ytd April 18, after a hot campaign ex- 
WORRY F-60064 00 0e6aee 1932 18,394,830 49,711,8 ’ ’ ’ ’ tending over six weeks. Elmhurst i 
Diff —6,960,018 —14,513,272 —3,541,752 —26,253,104 ad uret 


—New York Evening Post. 


Pittsburgh Agency 
Gets Three Accounts 


Walker and Downing, Pittsburgh, 
is now handling the advertising of 
Hagan Corporation, combustion en- 
gineers; Mine Safety Appliance 
Company, Pittsburgh; and Tygart 
Valley Glass Company, Washington, 
Pa., maker of packers’ glassware. 


Stress Insurance 


Financial Independence Week: is 
being celebrated this week through- 
out the country, under the sponsor- 
ship of insurance companies. A fea- 
ture of the celebration is the broad- 
casting of educational talks each eve- 
ning over national networks. 


Has Beer Account, If— 


Beaumont-Hohman Agency, Omaha, 
Neb., has been named to handle ad- 
vertising for Jetter Brewing Com- 
pany, Omaha if and when beer is 
legalized in Nebraska. 


Mills With Linotype 


Ogden L. Mills, former secretary 
of the treasury, has been elected a 
director of Mergenthaler Linotype 
Company, New York. 


McCafferty Starts 


Agency Credit Service 


J. W. McCafferty, formerly credit 
and collection manager of the New 
York World, has established the Ad- 
vertising Agents Credit Bureau, 53 
Park Row, New York. 

Membership is limited to advertis- 
ing agencies. One purpose of the 
service is to protect agencies against 
advertisers who jump from agency 
to agency leaving a trail of bad debts. 
Members will also interchange 
monthly lists of slow accounts. 


Long Is Speaker 


Chudleigh R. Long, sales promo- 
tion manager of Power, spoke on how 
to sell advertising to management to- 
day before: Eastern Industrial Adver- 
tisers Association, Philadelphia, April 
14, 


Becomes a Daily 
Milwaukee Deutsche Zeitung, Ger- 
man newspaper formerly issued three 
times a week, is now being published 
as an evening daily. 


Rogers-Gano Moves 


Rogers-Gano Advertising Agency of 
Illinois has moved to the Mather 
tower, 75 E. Wacker Dr., Chicago. 


a suburb of Chicago, although lo- 
cated in Dupage county. 


Cliquot Tries 
Giving Refunds 
On Its Bottles 


Providence, R. I., April 20.—The 
Cliquot Club Company, Millis, Mass., 
is releasing copy to New England 
newspapers, through Danielson & 
Son, Providence, announcing that a 
refund of one cent will hereafter be 
given for the return of each 16-ounce 
Cliquot Club bottle and each 12-ounce 
Sec bottle. 

This new plan, which indirectly 
lowers the price of the product, with- 
out disturbing the advertised price, 
is effective only in New England, but 
will probably be extended on a na- 
tional sale if a beneficial effect on 
sales is produced. 

The offer is good only in the case 
of bottles from which the label has 
not been removed. 

The company has also announced, 
following the closing of its offer to 
pay one cent to accredited charitable 
organizations for each Cliquot Club 
ginger ale bottle cap collected, that 
groups in more than 200 communi- 
ties throughout the country, ranging 
in size from New York, Boston and 
Philadelphia to Norwood, Mass., 
where the plan was first tried, took 
advantage of the opportunity to add 
varying sums to their charitable 
funds. 


Youngstown Appoints 


McClure & Wilder, Warren, ©., 
have been named to handle advertis- 
ing of Youngstown Pressed Steel 
Company. Business papers and di- 
rect mail will be used for the com- 
pany’s Veos steel sinks and lava- 
tories. 


Studies Merchandising 


Electrical Merchandising Commit- 
tee, 225 W. 34th St., New York, has 
published “Merchandising Electrical. 
Appliances,” a report of the Elec- 
trical Merchandising Joint Commit- 
tee, prepared by Kenneth Dameron. 
The price is $4. 


Aim at Abuses 


Advertising of “leader” items 
would be sharply curtailed under 
terms of an ordinance proposed in 
Waterbury, Conn., which would re- 
quire all merchants to state the num- 
ber of articles to.be sold at the ad- 
vertised price. 


Cumming Transferred 

J. C. Cumming, for two years in 
the national retail advertising divi- 
sion of Sears, Roebuck’ & Co., Chi- 
cago, has been named advertising 
manager of the Indianapolis retail 
store of the chain. 


Haupt Joins Macfadden 


Wiltiam’-A. Haupt, recently with : 
the Futura Publications; New York, 
has become associated with Macfad- 
den Publications, Inc., New York, 
which is now publishing Movie Mir- 
ror. 


FOR BETTER SALES CONTROL 


IN THE CHICAGO MARKET 


Here’s a compilation of data on population, and retail outlets— 


SPECIAL 
2214'x26%%" 
Mag Litiva 
In 10 colors 
With Market 
Guide Book 


which would cost you hundreds of dollars to compile—available now 


in 10-color map and Market Guide Book form at only $1.00. 
It shows: Over 300 communities rated in 8 groups—distinguish 


«a $ 


by colors according to class and pulation; and practical divisions 


for planning sales routes and distribution. 


USES: Routing salesmen; settin uotas; planning direct to 
home campaigns f selected areas; CH CKING retail outlet LO- POST - 
CATIONS, outdoor advertising showings, etc. PAID 


Send check, money order or currency with order to 


JOS. H. PETERS, Map Publisher, 440S. Dearborn, Chicago : 
AROS R IE A ALERTS COLI LEAS ELIE LRERO LIC! BEE A LS NALIN ALR I 


BIG - 


DIRECT TO 
THE HOME 
Where buying decisions are made— 

That's where some of your advertising appro- 
priation should be in 1933— 

Let's talk it over. 


ADVERTISING CARRIERS 


20 EAST 8' ST. CHICAGO 
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PHOTOGRAPHIC 
REVIEW OF THE 
WEEK 


DEALERS EXPRESS PLEASURE AT "MAGIC" DISPLAY 


A continuous flowing Skrip bottle features this display developed by 
Posad, Inc., for Sheaffer Pen Company. It is sold to dealers as part 
of a deal on Skrip, and has proven extremely popular. 


FORCEFUL OUTDOOR COPY FOR LEE TIRES 


BETTER RIDING 
LONGER WEARING 


ON SALE WHERE YOU SEE THE LEE SIGN 


Lee Tire & Rubber Company, Conshohocken, Pa., is inaugurating its 

1933 outdoor campaign with this poster designed by Amberger. The 

original is in brilliant red, green and yellow. The campaign is handled 
by the Philadelphia office of Outdoor Service, Inc. 


Pa, 
y 


TELLS AND SELLS 


After more than a year of testing, 
National Carbon Company is now 
offering its dealers this counter dis- 
play, which, while occupying only a 
two foot square of counter space, 
displays the entire Eveready line of 
“portable light" and also includes a 
battery and bulb tester, shown on 
the side. The back of the display 
provides storage space for addi- 
tional merchandise. 


Typical illustration from the current campaign for Swift's Brookfield butter, featuring Brooksie, the 


famous white cow. (Story on page 6) 


Architect's drawing for glass building at A Century of Progress which is being constructed to he 
the exhibit of Owens-Illinois Glass Company, Toledo, Ohio. 


KENDALL JOINS IN FIGHT ON BOOTLEGGERS 


SEALED CANE 


=~ KENDALL 
eee MILE SS 


PROPER Of ba 


Two-page spread in "Saturday Evening Post" of April 29, which wi 
mark the first national announcement of Kendall's fight on boo 
legging of motor oils. (Story on page 2). 


Here is the complete line of Heinz soups with which a concerted 
drive on this fertile consumer market is being made. 


ee 8s 


Anna E. Marti, of the Chicago office of "New York Sun," won this 

Stewart-Warner Companion-Book radio which was one of the grand 

prizes at the Easter bridge benefit sponsored by Women's Adver- 
tising Club of Chicago. 


ae | ee m 
ve eee Oo: 
' east Sg 
C. ONE MORE MARVEL FOR CHICAGO WORLD'S FAIR : 
t a ‘ 
2 * = i} . i 
: ’ | s ass 
i 
| _ 
: : — 
| = 
ei _ 
Bae : ‘ Laas Se at ee ea Ge eee 4 i) 1d ee eet ae aug > a Tee 
"eg 2 ae aa ' AS Pee oe Mey, AR ae Se ee 
cs eee ot a core = aan E BA f SL NP steer sees 
toe Bee hen ae : ri P ( % Se ie Mace i on 
pee ae ' b | i | ee 
ala) a — — - be ar : : i Fe sf Sate Sanat 
ee veee ees al 3. : . he A eR ASE 
awe aH rt ie ad , F . = eS ist Dei e duet hc dak seme 
ne : : ee ite | ed , r a . & Es © P et ‘ AB eT, pte a : 
ein . ects 28.4 ; & ? vive (eh ey te 
eer ! { aan , * n 4 fe Sgr oy? a 5 
Pears eer f a a iat + i # Hy +a eas 
ee : =z se eee ew « : % ms? >» a & PE ee 
- ae bs Sea - ant : yi. 4 . ’ A cos” SN ee 
oe SH ee in . Picernonre the mt PP scp 7 Pa ie 
oe : F 4 : ee en, 2 ee — ae oe 
od 4 4 é lee ak Oe a meena * ee A 
i : Bi - ree —<— 53 oa ’ — a iis a 3 | 
ae ey eo RRS —_— — : —— : fe x 
: a 5 : Meri ees 
ee i , j oes 
eee Bde ‘ pe : ae Bary 
a teu . ' : : oi a i Nit 
lei: — e eee => . te 
CS, oe a ce # 8 he 
om ig ® ” Sp — ee og PO en — |. 
a | fe ais 
ee — = Siac ai Sig a > SS etal ~ 
ie ~ = eX ie ae af sv, a Soe KE N D LL 7, i 
. = be. ,- , TEVEREADY | ~ A Scotes ML 
a orm = a < ~<_ im nena - me " , “* 
ae — See er, 
— & a Hw. prevends FEAR 
ee tue ‘ . REFINER! b yTUTION 
: Miae Se NERY 
| oo ‘ ft Vf Ce = | t n oF guest pint 
— — - oa tied ; wot cy Dy it ars ry _Mepeas era epee pe 
“5 if , 5. . : == arene 
‘ - au xe \, om oy Ay = oS 
er ea “ bs ’ * Pe bee ware te cefiect the of? howtlngger roe 
ls \ oo 4 a wh Ae - ye Y. SN ; and yrntest materids fromm cheap all reas 
: i ee: Be I my ; Ke f / AALS ae art ee otter ak 8 tf ss ot pr ; 
a tc Die #4 f N , RS SSSA s MAS Sees 
Ki Me Besaeag ee. Ph j cepa aiicn Sec ceeaece sh ken cee Seana ae ; 
ae fa} Scour a 2006 haus =. SSE Se ae 
oe , ap fb BS. He, ~ a On Salis GS 
is ee og: g fe Ssota ace ne 
; F fDFSF of . om Puce 108 ame) SE ee PO fim) < 
‘ ; . i chek ela — ; Te > “ 
————————————————EE—————————Eee ef: y rire . “d = ‘ PRorection ——— j - +f y > wry 
%, faa S FP: | ee ” Cee F Pr 
7 SES aapeeen aomx mening ne : : 4 Be i Fr Sue J a? a rs _ =. &. a 
Seer eo " ot ey a Fe * te 8 HS Sal we . Ye , ime 
oes Pr hel ORS Ce eee "ke 5 eee oe ‘ wae 
eae ‘ * 2a Se Eee ‘S aA Pr a “= Br Ng AS pat is o- po 
ee Conshohocken Raia shee sie: ; ihre eae 
f ~ DE LUXE QUA TY : ave 
2 Suits ee pas eee Fak Se . ing oe 
eee pp ee rere ae -% se 
if oa " * ee 2 ae Ss ee ; . 2S ks 
f ny es. Wipe, EE ————“—< |) lll 
ae - % 7 zs hy ' os . 4 3. eee 
Cee ——~ ee “4 ae 4 i : ee. Paper 
* pee Ten, “ , eet x 
ocr ae : ee WEIN — a 
— a oe NOODLER cHowpett - Sle -~ aoe 
7 | me 5c! a > = a 
fae (ee Nee a = ioe! c> — eS Pace 4 
miimeiaia: 4 a. eee «= rerrea re Lt i 
=. er . nt gee ¢ 2d Ot Nien im Kos 
Date i are set teee, Pisa . — 
Bea 4 i ale ; our fa aa, 
ree fas /MEINZ/ EIN, ie VEIN Z Ba veserantt b <a a ey 
Pes rtd F *3 B A - P) }, ee cream ¥" Pa MUTTON path SouP - wood ae pet mer fom iii 
| ehind the Scenes oe Wee We ws ~~ 
¥ , ith Am ca” y si : SOUP se ———«— 
Le : x! *) wt NOREe 4 eo — ta tia enreatiadl <> af eS ae ee Fg ie i 
e ‘. fe \ be F 4 Ss? - nee oS oe eee” 7 
aah nfs. — h lik y) B tt , “ . _ —demere ne eas fo a eee 
— “ee o est-leke uller A te ; ee ee a ee 
pH » pe. aw = ‘ Poe ie dd ‘adhd ee ee a 
it Oe. x », , ?; ° —— ta 
fs om 2 ) agg BEN iy ES 
as ie « \w | ‘a 2 
Noe ceral ie i Dk ee 
Sees - ; t ¢ 
nse a 5 x . w& ha ae 
ee ae <—- #8! ro a7 4 - 
ae tea a gx Png: j - 
eats ae \) y are “yy a SE 
ae ze e Ae eae i / o> 
one a te ne Te ee) es 5 ie) ae ae 
es rr. sd As a se “i * . . ete” ee Mi re s i AP % ed pe aad 
; t a Se, i ee re" bp eee mee = sy oe 
iA OF y y oe id ‘ : : Bi ae ee ‘ eg ae eee 2 Saves 
Wee etd * fa = <> ; 7 -E 4 aa cmap i : ape ‘ 
Mt ‘s < &. © ~ * & —a ; - ge i » . ae ee es Gea 6 oe ae 7 * 2 . . as Be "4 
rr. ‘ 2 7 ~~ ee 4 ' “we: © ‘ a Ah ee eae ee RS 2 Nas .. % ee Me: i q 3 | 
J Li 4 ae gas g? er oe eS Sea a be B® : BY 4 
i \ >= as : ; yf > S\) J > eos eee Oy i: Hed : d 
4 $ ‘ ? 4 Ss ’ MG, } / ots aes ee eee: Bs’) =) are an ’ \ 
{ Ch / ee ee Tw eD ; Oe 8 I a oa , : 
j } we } 3 ’ sees = BE Ee, OE ae Oe a de Ss: ‘a s & 
h af ASN : \ " | an — Ph ek ee le ae YS Bee 
, Po a, c Papin eae oO Bee ee . = > ae ‘ . 4 : 
: 6 Sh S ; ; a ¥ : a ee ee | Me Le ‘ ie e 
le ies ve oy AN “eee, eg om ‘3 es u Y : o 1! ge i Le oe ee ce : y % ae a 4 TM a ie 
= : i \ j gt be rs a % ps, CRESS aly pe ew ee ee 4! Se ae ee bi 
-o Sar Pe \ ae oe = tok BE 
ri ’ i, ee 4 . > Peg J ga Be es ip tase ae eee eg Oe te et Se ee 4 
4 , ns vi > a: the he a + EE ee Se ell a | 
Fe ie UO es ee eee | ave © Ee 
A, b ~ se > & EEN S wee” Ay % oe Me ee ee Oe es eee eee | 
¥ ie en oe Se ee es NY tia = a eet eo he ae : em | 
; ofan , Pum oo eS eae ee fe ee ade ee | 
$ > 9 ae : 7 Pabger J } , oO so 4 oe ee Loe. 2 ae as sae we ime is i am b ee j 3 a 
Py > a ee fs ‘\ stead, RIM iy ; Mb ¥ i pera . eee 2 ae ee oe gas a i. § ee * ie a 
>) oe Pay ij ’ BE y gene “2 res eee ee. __— Te ME Phew concern 
a Coomarne©) phan Pe ay 
oe. ; big ig a Ki ier a _  e x et 
Pare 7 = — 3 Lohse oe ae bs ‘ f : ema: ag . 
: ag ay $ o i ky ss j _ Cots zt F e i : | 
v.-) r @ ere 
/ 
j as 
7 
- 
ee ee eh gee cc ae ee amemeemiee en ig Re Iam soy Ng ee C ca bor 2s 
ees Set Oat Sec SS ree MM os vos ASS oy inl eM <A edie IR i a I ae Nile a a Ale aa oe 
oe 4 eee peta, ants 3s, ere. 3 = Mee 2 720 pee Coren eee vt Os ae MORGAN og te ae eet Tg! ae Te a age ee ee 7a Abe. on i eee in ee eS 
z. a hae aia ee ates, pce as De a gc ty a Neate Bile, | bes heer ea ieee Pleat eee ee pagan aes: Sateen 2 | eye tet a bt 2 cok «yp ieee ae z! I sal ee ee 


